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NEXT MONTH 


THE October issue will carry a comprehen- 
ve report of the sixteenth annual conference 
{the National Industrial Advertisers Associa- 
on to be held at Hotel Statler, Cleveland, Sept. 
3. This is the outstanding event of the year 
the industrial marketing field and the talks 
nd clinic material which will be developed at 
hat time will provide a wealth of practical and 
seful ideas for every industrial advertising ex- 
cutive. In addition will be scores of photo- 
raphs of the activities which will provide those 
ho attend a choice record of the conference in 
ictures, and those who do not attend, a visual- 
ation of the event. This issue will be in great 
nd—make arrangements now to get yours. 
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Good timing boosts your batting average .. . 
in selling air conditioning, as well as in base- 
ball. Don’t wait until the specifications are 


. 


written and the job practically “sewed up.” 
You'll have two strikes on you then with the 


third going past! 


Get out ahead of the opposition by selling the 


KEY MEN in air conditioning, while jobs are 





still in the planning stages. Make your selling 





“click” by consistent promotion in the two 


papers that these KEY MEN—all of them— 





read regularly, 


Our two papers—one in each division of the 
market—give you effective coverage of the 


KEY MEN in the entire air conditioning indus- 


r . q P . ’ 
try. They constitute a complete campaign: 


Mav we furnish market and media data? Shall 


we contact you, or your agency? 

















PRODUCT DEVELOPMENT NEWS 


* 1938 





For Industrial Marketers and their Advertising Agencies 


SEPT. os 


PROSPECTS INCOGNITO | PROVE SALES OPPORTUNITIES 
MOUNTING AS ENGINEERS 


Want prospects? Here are four 
active sales possibilities in the prod + oN . , . y x Trwwc. 
we te long garg RUSH DEVELOPMENTS 

< \ 4 4 4 4 4. s 
(in- 











panies designing new products. 
ly string attached is this: the work 
is still in confidential stage. Reeords Reflect Increased Activity 
Wee cant reveal names, But we F 
can act as vour go-between, So send 
us vour literature. Well relay it 
te the interested product engineers. 
Better vet. tell them vour sales 
Product Engineering 
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story through 
advertising. They all read 


still More Proof 


Vetal-Shaping Machiners : 
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RESEARCH STORY TO Design A Lighter Dump Car 
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If vou want to “sell” product en 
zineers, voull find it a help flo 
vlance through the following little 
digest of our coming issue. It will 
give vou a quick idea of the sub- 
jects in which design executives and 
their departments are currently in- 
terested, 

In Product Lungineering for Octo- 
her. besides the editorial material 
mentioned below. there will also be 
the important research story and 
public relations supplement out- 
lined at extreme left. 
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ALMARETING 


Customer Replacement ? 


Constant research and advertising is needed to overcome 
the average annual fifteen per cent customer mortality — 
Here's a plan and examples of how some companies use it 


@ WE ARE in a period of industrial 
change, and have been, as every man- 
ufacturer knows, for the past decade. 
The industrial market of today is not 
the same market as that of the “twen- 
ties” or “early thirties.” Changes af- 
fecting manufacturing and distribu- 
tion activity and procedure are oc- 
curring at a higher rate of speed than 
ever before in the history of our com- 


merce and industry. 


Industries are made up of people, 
meaning that markets are people. 
People retire, lose their jobs, die, are 
transferred, or are otherwise changed 
in status due to the “new rules and 
regulations” being established in prac- 
tically every branch of industry. 
While this process of fluctuation goes 
on under all business conditions, it 
is greatly accelerated during a period 
of receding business such as that from 
which current reports indicate we are 
emerging. This change means that 
many of the contacts built up over a 
long period of years have ceased to be 
ot value. New contacts must be 
made and made quickly. 


At this point, let me digress for a 
moment to consider the “life cycle” 


By JAMES R. WHITE 
President 

RICKARD & COMPANY, INC. 
NEW YORK 


of customer relationship, which un- 
covers some facts upon which sales 
managers would do well to ponder. 
One day 


he becomes our “‘new customer,” then 


First, he is our “prospect.” 
our “regular customer,” next our “old 
customer” and finally our “former 
customer.” 
this cycle will be found to be from 
six to seven years, which means an 


The average length of 


average annual customer mortality of 
fifteen per cent. This means but one 
thing, and that is that the average 
manufacturer must have an annual 
“customer replacement” of approxi- 
mately fifteen per cent merely to hold 
his own. To make a ten per cent 
gain in number of customers, a man- 
ufacturer must add twenty-five per 
cent of new names to his books each 
year. This suggests two questions: 
(1) What are you doing to hold old 
customers or to bring back those who 


would normally drop off? (2) What 
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definite plan have you for winning 
fifteen per cent of new customers 
for ‘replacement only” next year? 
Those selling to industry constantly 
have a new market to cultivate, num- 
bering tens of thousands from top ex- 
ecutives down. It would be danger- 
ous to assume that these thousands of 
company’s 


individuals know your 


products, how they can profitably use 
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YOU CAN COAST DOWN 


OUT OF GEAR 





them, or that they are acquainted 
with your company’s long record of 
success. To promote the interests of 
any company selling to industry with 
these thousands of individuals, you 
will agree, would be an impossible task 
for any field sales force. Direct per- 
sonal contact with but a small part 
of them would involve an expense so 
large as to be wholly impractical. 
There is a way to make known to all 
of industry the merits of products 
and services and that is through ad- 
vertising. Under existing conditions, 
advertising becomes a more important 
factor in industrial marketing activ- 
ities than ever before. 

Advertising is an inseparable part 
of modern selling, although when 
used only as a temporary stimulant, it 
may be followed by a business head- 
ache. To provide the nourishment 
necessary for the health and growth of 
a manufacturer’s business, advertising 
must be used as a steady diet. 

While the effectiveness of good ad- 
vertising has been demonstrated time 
and again, alone, it cannot be consid- 
ered a panacea for an ailing business. 
How can the proper type of advertis- 
ing be done without a full and com- 
plete knowledge of other factors that 
are essential to the growth and de- 
velopment of a business? Advertising 
should be the important part of a syn- 
chronized plan—and such a plan calls 
for the smooth meshing of a “gear 
train” that includes the following: 
1. Product, 2. Selling, 3. Distribution, 
4. Sales Promotion, 5. Merchandising, 
6. Advertising, 7. Market. Sales can 
coast down alarmingly fast when a 


business is operating “out of gear. 


14 





For instance: 


— 


. PRODUCT—which may be 
well made, but ugly in ap- 
pearance. 

2. SELLING— good sales force, but 

handicapped, due to lack of 

constructive sales material, in- 
sufficient market data, poor 


territory allocation. 


3. SALES PROMOTION— J o b- 
bers not getting help. 

4. MERCHANDISING— package 
old-fashioned, method of pres- 
entation to ultimate user out- 
of -date. 

5. ADVERTISING— pretty, but 


barks up wrong tree. 

6. MARKET— best part missed. 

You may ask, “Well, if a business 
is “out of gear,” what is the first 
thing to do about it?” The answer is, 
Turn on the searchlight of Research.” 
As simple and logical as this answer 
may be, very often business ills do not 
receive a searching diagnosis that gets 
to the bottom of the trouble. Some- 
one’s opinion may be that the sales 
approach is wrong, another the distri- 
bution, still another the advertising. A 
financial minded executive may shy 
at “merchandising,” saying, “We give 
the jobber and dealers a big discount 
and it’s up to them to do their own 
selling,” and so on. 


History shows that good business 
years and lean ones come in cycles, 
but the manufacturer who makes re- 
search an integral part of his whole 
program of sales and business develop- 
ment is the one who over the years, 
rides through the sea of recession or 


me 


YOU'VE GOT TO GET IN GEAR 
TO GO UP 





depression without losing his ship or 
sacrificing his position in industry. 

Research is not involved, not com- 
plicated. That old-fashioned thing 
called “horse sense” is the key to the 
whole question of research, whether 
it be market, product, laboratory, or 
any other kind. A prescription for 
a safe, healthful, stimulating research 
policy reads something like a recipe 
for your favorite cocktail. It is one- 
quarter statistics, one-quarter creative 
imagination, one-half horse sense, and 
a dash of optimism. This is the safe 
and sure recipe, for if everything else 
disappoints, that good old fifty per 
cent horse sense will pull you through 
without any serious damage to your 
business constitution. 

Correct marketing policy and pro- 
cedure can be based only on pains- 
taking Research—the searchlight that 
ferrets out facts pertaining to: 

1. PRODUCT 

a. Price right? 
b. Construction 
c. Appearance 
d. Quality 
2. SELLING 
a. Selling methods o. k.? 
b. Right type of salesmen? 
c. Contacting right people? 
d. Calling often enough? 
3. DISTRIBUTION 
a. Sufficient number of job- 
bers? 
b. The right kind? 
c. Properly located? 
d. Territories too big? Too 
small? 

4. SALES PROMOTION 

a. Salesmen fully backed with 
“Sales Helps”? 
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b. Would a sales manual aid? 
c. Jobbers and dealers co- 
operating? 
d. What’s been done to help 
them? 
5. MERCHANDISING 
a. Product name o. k.? 
b. How is product packaged? 
c. Are dealer displays fur- 
nished? 
d. Are they actually used? 
6. ADVERTISING 
a. Advertising policy sound? 
b. What is the advertising 


plan? 

c. How much _ should be 
spent? 

d. How should it be spent? 
7. MARKET 


a. Where is it? 

b. How big is it? 

c. Buying factors? 

d. Their relative influence? 

The most comprehensive and an- 
alytical research report is valueless if 
it is merely read and filed, as many 
have been. If there is anything 
brought out in a research report that 
does not agree with one’s pre-con- 
ceived ideas, he should not condemn 
the whole report—he should recheck 
the point in question and find out 
whether he is right, or the report. If 
a research report of either product or 
market, or both, is not to serve as a 
guide for planning and conducting 
manufacturing or marketing opera- 
tions, then the money it costs might 
better be saved. 

After—and not before—the re- 
search outlined above, should a mar- 
keting plan be created. With the 
facts in hand they can be used to 
effectively gear together all marketing 
functions to assure maximum sales 
results. Such a procedure would in- 
clude: 

1. STUDY AND ANALYSIS 

to obtain a thorough under- 
standing of the information 
developed by research. 

2. DETERMINATION 

of marketing policy and pro- 
cedure based on the investi- 
gation, study and analysis 
made. 

3. PREPARATION 

of a working plan to carry 
out the marketing plan and 
procedure. 

4. PRESENTATION 

of the plan to officials, execu- 
tives and sales organization to 
insure intelligent, active co- 
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1. Advert teing 








Speration and a clear under- 
standing of all details and ob- 
jectives. 

5. EXECUTION 


of the plan in all its details. 
6. COORDINATION 
of all marketing activities and 
their direction toward a com- 
mon goal by means of planned 
control. 
7. REVIEW 
of all marketing activities 
and results at frequent inter- 
vals to guide future action. 


Sales increase and profitable volume 
invariably follow when all activities 
are codrdinated in a _ well-conceived 
plan, based on intelligent research, and 
that follows through with some com- 
mon sense advertising that sells a 
product or service. To cite a few ex- 
amples: 

A large manufacturer of air 
handling and conditioning equip- 
ment, analyzing its sales, discovered 
approximately 90 per cent of its 
business was in equipment which 
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had to be engineered and built espe- 
cially for the job. It also manufac- 
tured small propeller fans suitable 
for ventilating kitchens, restaurants, 
bakeries, laundries, offices, stores in 
general, and many other places. 
While large ventilating fans used 
in big buildings, factories, in ve- 
hicular tunnels, are ordinarily sold 
direct to the user or contractor and 
are specified by the consulting en- 
gineer or architect—propeller fans 
fall under the head of “merchan- 
dise equipment” and are seldom, if 
ever, “engineered to the job.” Pro- 
peller fans, on the contrary, are 
distributed by electrical! wholesal- 
ers, much like electric refrigerators, 
dish washers, etc., and installed by 
electrical contractors, sheet metal 
workers and ventilating contractors. 
Sturdy construction and high effi- 
ciency are important factors in the 
sale of large ventilating fans. How- 
ever, these are inconsequential fac- 
tors, in selling propeller fans. This 
company was never able to make 
(Continued on Page 58) 
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FRANCIS O. WYSE 


President 


NATIONAL INDUSTRIAL 
ADVERTISING ASSOCIATION 


@ POWER that can move the coun- 
try back to normal times will be con- 
centrated this month at Cleveland 
when the National Industrial Adver- 
tisers Association convenes its six- 
teenth annual conference at Hotel 
Statler, Sept. 21-23. Better market- 
ing, more effective advertising, and 
economy in distribution will turn in- 
dustry’s efforts into profits and these 
are the subjects to be discussed at the 
three-day meeting which will be at- 
tended by the country’s leading indus- 
trial marketing and advertising execu- 


tives. 


Although the conference is spon- 
sored by the N.I.A.A. for members of 
its sixteen chapters in the important 
industrial centers of the United States 
and Canada, participation in the 
meeting is open to all business execu- 
tives who are in any way active or 
interested in promoting the sale of 


products to business and industry. 








The association is the only group in 
the world which confines its attention 


to this specialized field. 












The Cleveland Chapter, Industrial 
Marketers of Cleveland, will be host 
to the conference and Stanley A. 
Knisely, advertising manager, Repub- 
lic Steel Corporation, its president, is 
general conference chairman. Fran- 
cis O. Wyse, advertising manager, 
Bucyrus-Erie Company, South Mil- 
waukee, Wis., is president of the na- 


tional association. 


16 


NATIONAL 


N.L A.A. 


Annual Conference 


Because management is becoming 
more and more marketing-minded, at 
last realizing that the only way it can 
operate profitably is to move more 
merchandise more economically, at- 
tendance at the Cleveland conference 
is going to run high. Registrations at 
Chicago last year exceeded 600, and E. 
B.  Bossart, 
Bailey 


promotion chairman, and Louis J. Ott, 


advertising manager, 


Meter Company, attendance 


advertising manager, Ohio Brass Com- 
pany, registration chairman, report 
good response to their efforts and pre- 
dict larger attendance this year. 
N.LA.A. 


well attended because of the factual 


conferences are always 


type of program which is put on, and 
this year will be no exception. The 
program committee under direction of 
Chairman Ralph Leavenworth, Fuller 
& Smith & Ross, Inc., has rounded out 
three days of activities full of valu- 
able material for the advertising and 
marketing executive. The program 
material has been divided into two 
principal classifications, general and 


All day Wednesday, Sept. 21, 


Rita 


R. LEAVENWORTH E. B. BOSSART 


Program Attendance Promotion 


clinic. 





16th 


and Thursday afternoon, Sept. 22, will 
be given over to speakers, while Thurs- 
day and Friday mornings will be de- 
voted to a series of ten clinic ses- 
sions. The annual business meeting 
and reports of committees will be 


held on Friday afternoon. 


General Sessions 

Following a call to order by Presi- 
dent Wyse and a word of welcome by 
Chairman Knisely, the program will 
start on a rapid tempo with a stirring 
address by Tom M. Girdler, chairman, 
Republic Steel Corporation. Mr. Gird- 
ler will have a message of special in- 
terest and importance to men entrust- 
ed with the task of keeping the wheels 
of industry whirling through the 
movement of products to markets. 

“What the N.LA.A. Means to You” 
will be a “State of the Union” re- 
Richard P. 
Dodds, advertising manager, Truscon 
Mr. Dodds will out- 


line the activities of the association 


port by Vice-president 
Steel Company. 


and show how its thought is directed 
toward effecting better and more eco- 









L. J. OTT 


Registration 


J. L. BELTZ 
Exhibits 
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INDUSTRIAL 
ADVERTISERS 


Alin 


CLEVELAND, SEPT. 21-22-23 


nomical marketing of industrial prod- 
ucts. 

Giving special attention to one of 
the association’s mewer activities, R. 
Davison, advertising manager, The 
New Jersey Zinc Company, will ex- 
“How the New Publishers’ 
Statement Works.” This form was 
designed by a committee to facilitate 
the presentation of publication data 
wanted by advertisers and placed into 
use this year. This talk will show ad- 
vertisers how to make best use of the 


plain 


forms. 

As customary, the Welcome 
Luncheon will be held on the first day. 
This is one of the outstanding events 
of the conference as it permits re- 
newing of acquaintances and the mak- 
ing of new ones. President Wyse 
will give a short address of welcome 
to the new members in attendance at 
this time. 

The Wednesday afternoon session 
will be opened with a talk by James 
H. McGraw, Jr., chairman, McGraw- 
Hill Publishing Company, on “Indus- 
trial Trends and Their Significance 





MRS. R. E. 
BANDELOW 


Women’s 


H. W. FORTEY 


Entertainment 
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to Industrial Advertisers Now,” in 
which he will point out changes go- 
ing on in industry which are affect- 
ing the market for industrial prod- 
ucts and creating a demand for new 
and improved products. Kindred to 
this subject will be a talk by Wilford 
L. White, chief, Marketing Research 
Division, Bureau of Domestic and For- 
eign Commerce, on ‘New Statistics 
for Industrial Sales Managers.” Mr. 
White will explain the function of 
his division and outline the many 
services it can render in the indus- 
trial marketing field if called upon 
to do so. His talk should stimulate 
closer and profitable relations between 
the division and industrial advertisers. 
A featured attraction of the 
Wednesday afternoon session will be 
the appearance of two masked speak- 
ers, one an advertising manager, the 
other a publication representative, who 
will exchange ideas on “If I were a 
Publication Representative” and “If 
I were an Advertising Manager.” 
Closing the afternoon session will 
be the presentation of awards in the 


PAUL TEAS 


Finance 


E. L. OLDHAM 
Publicity 











STANLEY A. KNISELY 
Chairman 

GENERAL CONFERENCE 
COMMITTEE 


INDUSTRIAL MARKETING competition 
for publishing achievement by busi- 
ness papers. Further details of this 
contest are given on another page in 
this issue. Following adjournment for 
the day, the publishers will hold their 
annual reception for the advertisers. 

The general session will be resumed 
on Thursday afternoon with a talk on 
“Preparing the Plan.” Other steps in 
the advertising program will then be 
treated in their order. John Allen 
Murphy, vice-president, G. M. Bas- 
ford Company, will discuss “Finding 
the Facts,” telling how to get usable 
material as a basis for effective ad- 
vertising. “Copy that Clicks” will 
be the subject of Mark Wiseman, di- 
rector, Laboratory of Advertising An- 
alysis. The budget problem will be 
presented by S. D. Mahan, general ad- 
vertising manager, Westinghouse Elec- 
tric & Mfg. Company, with ‘‘Persuad- 
ing the Purse Strings.” Codérdinating 
the advertising with sales activities is 
to be covered with the subject “Sup- 
porting the Salesman,” and the matter 
of agency service will be discussed by 
A. L. Billingsley, president, Fuller, 
& Smith & Ross, Inc., in ‘Profiting 
by Professional Service.” 


Clinic Sessions 
By request of the 
ample time has been provided on the 
program for clinic sessions where dele- 
gates may get together and discuss 


membership, 
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S. A. KNISELY 


Vice-President 


C. McDONOUGH 


Vice-President 


T. MARVIN 


Vice-President 





R. P. DODDS 


Vice-President 





W. D. MURPHY 


Secretary-Treasurer 


M. R. WEBSTER 


Headquarters Secy 


mutual problems. Each session will 
be presided over by someone espe- 
cially qualified in the subject to be 
treated and to lead the discussion. 
These meetings have been scheduled as 
follows: 


Thursday Morning 


9:30-11:15—"“Direct Mail for the 
Industrial Advertiser”—Chair- 
man, H. E. Van Petten, B. F. 
Goodrich Company. 
9:30-11:15—“A Better Creative Job 
—Ideas, Copy, Art, Photog- 
raphy”—Chairman, H. H. Sim- 
mons, Crane Co. 
11:15-12:30—‘Publications and Their 
Evaluation”—Chairman, R. J. 
Barbour, Bakelite Corporation. 
11:15-12:30—"“Catalogs and’ Sales 
Manuals” — Chairman, H. V. 
Mercready, Magnus Chemical 
Company. 








11:15-12:30—‘“Departmental Organ- 
ization and Budgets” — Chair- 
man, Theodore Marvin, Her- 
cules Powder Co. 

Friday Morning 

9:30-11:15 —‘“Market Information 
—How to Get It and How to 
Use It”—Chairman, R. G. E. 
Ullman. 

9:30-11:15—"Problems of the Small- 
er Advertiser”’—Chairman, D. 
A. Wolff, Edwin L. Wiegand 
Company. 

11:15-12:30 — “Production Problems 
and Methods—Ways to Reduce 
Costs”—Chairman, Carl B. Die- 
trich, Wagner Electric Corpora- 
tion. 

11:15-12:30—‘“Public Relations and 
Employe Relations”—Chairman, 
Charles McDonough, Combus- 
tion Engineering Company. 

11:15-12:30—‘“Trade Shows and Ex- 
hibits” —Chairman, H. M. Car- 
roll, Hyatt Bearings Division, 
General Motors Corporation. 


Exhibits and Panels 

Two very important features of 
the annual N.I.A.A. conference are 
the exhibits and the panel displays of 
members’ work. The commercial ex- 
hibits are always carefully chosen due 
to limited space, so that visitors are 
really benefitted through the educa- 
tional phase of the exposition. Here 
may be seen the latest developments 
in the mechanical side of advertising 
which contribute to its effectiveness 
and economy. The exposition con- 
tributes many new ideas of practical 
value. The exhibits will be especially 
interesting and attractive this year 
according to J. L. Beltz, advertising 
manager, The Thew Shovel Company, 
chairman of the exhibits committee. 

Interest is running high this year 
in the panel display and the competi- 
tion for awards under six commodity 
classifications because of two innova- 
tions in the event. First, members 





will be limited to four panels in each 
classification and they must comply 
with rules of simplicity with regard 
to display so that the judges will not 


be impressed with showmanship. 
Second, the judging will be handled 
by eighteen engineers, production 
men, and purchasing agents divided 
into six committees. A second set 
of judges will comprise advertising 
agency men who will make a second 
set of awards. 

This annual exhibit of industrial 
and business advertising is the largest 
ever produced and is an educational 
feature in itself. R. E. Bandelow, 
The Caxton Company, is chairman of 
the panels committee in charge of the 
display and competition. 


Entertainment 

The social aspect of the N.LA.A. 
conference, while never overshadow- 
ing the business and chief purpose of 
the meeting, does contribute moments 
of relaxation from the swift-moving 
sessions and provides entertainment 
for the women and families who ac- 
company the delegates. The women’s 
hospitality committee is headed by 
Mrs. R. E. Bandelow, who has ar- 
ranged a program which will enable 
the women to be on the go every 
minute or to rest as they please. In 
special honor to the ladies, rollers at 
the huge new Republic Steel mill will 
wear white coats Friday afternoon 
when the world’s largest steel sheet 
mill will be inspected by the visitors. 

Other entertainment and the annual 
banquet on Thursday evening is under 
the direction of H. W. Fortey, ad- 
vertising manager, The Warner & 
Swasey Company. 

In addition to Chairman Knisely, 
the general conference committee in- 
cludes: Richard P. Dodds, co-chair- 
man, Truscon Steel Company, Youngs- 
town; R. C. Carr, co-chairman, Mel- 
drun & Fewsmith, Toledo; Paul Teas; 

(Continued on Page 34) 
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incorporate some noteworthy technique in industrial advertising 


New Wrinkles in Catalogs 


@ CATALOGS no longer are pages 
of prosaic illustrations and dry tech- 
nical data and tabulations. Instead 
they sparkle with vivid, action photo- 
graphic reproductions that intrigue 
the reader and give life to the sales 
story. 

Years ago the old nut and bolt 
catalog displayed masterpieces of wood 
engravings, but the current Upson 
nut, bolt and rivet catalog of Repub- 
lic Steel Corporation is as pretty a 
piece of work that ever came off a 
letter press. And yet it smacks of 
tensile strength in business-like fash- 
on. This 6x9-inch, 100-page book is 
printed in cream and black. The color 
is used in bleed tint blocks that frame 
the pictures and the tabular matter. 
\ stiff green board cover with silver 
letters embossed against a black strip 
down the middle of the front, over- 
hangs the pages and holds them with 
in Align-O mechanical binding. It 
may be opened flat or folded back. 

With few exceptions, the illustra- 
tions are devoid of retouching, and 
then only a line here and there to ac- 
centuate a highlight. Carefully spot- 
ted are a few views in the plant to 
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emphasize care used in processes and 
inspection. The introductory page 
facing a bleed view of one of Repub- 
lic’s blast furnaces is in tune with the 
modern dress of the book; it heralds: 
“A Brand-New Slant on an Old 
Brand.” 

The book is indexed up front by 
products. In the closing pages are 
suggestions for ordering, a list of 
other Republic products and the cor- 
poration’s district sales offices. 

Down in Cincinnati, Charles M. 
Reesey, advertising manager, Cincin- 
nati Milling Machine & Cincinnati 
Grinders, Inc., and his co-workers 
have been turning out some slick cata- 
logs. Let’s take a peek at one on six 
and ten-inch plain hydraulic grinding 
machines which Henry Dods prepared. 
It is of the 8'4x11-inch size, done in 
orange and black throughout. A lami- 
nated cellulose cover makes you want 
to pick it up. The simplicity of the 
design incorporating the _ control 
mechanism of the machine in modern 
treatment makes you admire it. 

“This is perhaps the most complete 
catalog on centertype grinding ma- 
chines in the field,” Mr. Reesey ex- 


plains. “It matches the complete price 
list in terminology and is complete in 
itself. The specifications are clear, 
the photographs are large and the 
copy is written in the language of the 
man who will use the machine.” 
With all that, surely here is a catalog 
which will receive plenty of usage. 
But that is not all with this book; in 
addition, Mr. Reesey continues: 

“The important thing is that we 
wanted this catalog to be complete 
and arranged so that the salesman 
could place it before a customer or 
prospect and, by turning the pages, 
give him the complete story. This is 
particularly true in the outlying ter- 
ritories and in the foreign countries. 
Here the salesmen do not know all 
about the machine. You can’t de- 
pend upon the salesman’s intimate 
knowledge of the machines for the 
final sales presentation. We must 
make it up for him in such a way 
that he can’t possibly miss telling the 
complete story.” It certainly does 
just that. 

An interesting point about this and 
other catalogs of this organization is 

(Continued on Page 33) 
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By J. W. CHRISTENSEN 
Advertising Manager 


HAMILTON MFG. COMPANY 
TWO RIVERS, WIS. 


@ MANY advertisers assume that the 
usefulness of an inquiry is over when 
it has disclosed the name of the pros- 
pect and as a result too many inquiries 
are unjustly buried in the files before 
their time. 

Inquiries can do more than merely 
name prospects .. . they will perform 
a double duty. If properly coaxed, 
they will also tell why the prospect 
A simple set-up for 
tracing and identifying inquiries will 


sent them in. 


bring out this information. 

We have set up such a system at 
the Hamilton Manufacturing Com- 
pany. It applies to each of the five 
major products we sell, and it works 
equally well in each of these five dif- 
ferent fields. Here are some of the 
things we have been able to do with 
our method of analyzing inquiries: 
Choosing Media, for instance 

Our media tests are simple yet con- 
Identical ads are run in the 
leading publications serving our mar- 
kets. 
the number of sales developed, each 
magazine is rated. The four publica- 
tions leading in rating get our money 

. and we get better and cheaper re- 
sults. 


clusive. 


From the cost per inquiry and 
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hundreds received from owners of those 
“Modern Americons”— No. 140 ond No. 144. 
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tures bespeck the dentist's interest in his profes 












your potients, such a cobinet provides a definite 
step toward winning and holding thew contidence 
in your ability to serve them weil. 












Inquiries as a Guide) 


Choosing Themes, for instance 


Themes are rated in the same way. 
Ads which are very similar in layout 
and illustration are prepared on each 
They 
are run in our leading publications 
and the results are corrected by the 
effectiveness rating scale for maga- 
zines. This puts all returns on a com- 
parable basis and the best themes can 
be easily selected. 


theme that seems worth while. 


As an example, see Fig. 1 and Fig. 
2. Both ads are very similar, but No. 
1 proved three times better than No. 2. 
Both are testimonial ads . . . both use 
a similar thought . . . but one makes 
a clear, definite point while in the 
other the thought is obscured. Tests 
like these resulted in the development 
of many successful ads . . . and one in 
particular works out so well we use it 
once every year. (The American Cab- 
inet Company is a marketing name for 
our dental cabinet line. ) 

Similarly Fig. 3 and Fig. 4 show an 
interesting comparison. Fig. 3 is four 
times better than Fig. 4. Why? It 
starts out with a good strong sales 
point while No. 4 gets a slow start, 
and its sales point, although the same 
as the one used in Fig. 3, is obscured 











Which? 


Which of these two pieces of 
copy is the better from the 
standpoint of actually bringing 
in inquiries which can be 
turned into sales? In this article 
Mr. Christensen tells you, and 
also reveals his methods of test- 
ing copy and determining the 
sales producing value of media 


by an unnecessary first headline and 
the lack of description beneath the 
illustrations. Ad No. 5, built like ad 
No. 3, is also a successful one. 


Copy. Layout and Illustrations 

On a smaller scale, copy, layout, 
and illustrations are checked for re- 
sults. Thus we find out what to say 
about our products and how to illus- 
trate them most effectively. 


The Headline Wins 

Why are copy, layout, and illustra- 
tions tested on a smaller scale? Because 
they are relatively unimportant when 
compared with the headline. This was 
proved, to our own satisfaction, by 
running ads prepared so that only one 
element at a time would be varied .. . 
headline, copy, layout, illustrations, or 
coupon. Naturally, each ad looked 
very similar (see Fig. 1 to Fig. 5) 
but in each case one element was 
changed. Headlines showed the great- 
est difference in pulling power. We 
figured out that this accounted for 
about sixty per cent of the ad’s effec- 
tiveness. 


How to Make Your Own Tests 


A brief description of the Hamilton 
set-up will show how easy it is to keep 
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track of inquiries so that they are 
available for analysis. 

First, we key each ad—the coupons 
are keyed to the publication and the 
date of issue. INDUSTRIAL MARKETING 
for September, for example, would be 
indicated on the coupon by “IM-9- 
38.” When coupons are not used, we 
give a keyed address to which in- 
quiries may be addressed. (We are lo- 
cated in a small city where the mail 
carrier cannot help but find us, no 
matter what street name is used.) 


Next, we set up definite methods 
for handling inquiries. Form letters 
are prepared and placed on file in the 
stenographic department. Inquiries 
are marked with the number of the 
form letter; letters are automatically 
written by the stenographers, and the 
dealers are notified of the prospect. 


At the time the letter is written, 
the stenographer fills out a double 
prospect card, shown in Fig. 6, and a 
double post card report, shown in Fig. 





This advertiser has a method of choosing media and 
copy themes on the basis of inquiries and a system 
of follow-up which checks the actual sales produced 


are returned and we consider this a 
good percentage of replies. It is large 
enough and complete enough for us to 
draw reasonably valid conclusions 
from them. They are checked against 
each other, too, as very often conflict- 
ing reports are received from different 
dealers on the same prospect. 

Since the post card reports bear the 
key number of the original ad, it is a 
simple matter to accumulate them for 
a period of six months and then an- 
alyze them, by ads, to see what per- 
centage of poor leads were secured and 
what percentage of sales were made. 

These post cards serve a double use 
also. They are not secured merely for 
our records. They indicate whether 
the prospect is still interested. If he 


Aduertising | 


7. Both of these forms are identified 
by the key number of the inquiry. 
(See illustration, Page 29.) 

The prospect card is sent for follow 
up to dealers nearest the prospect; the 
post card report is filed for mailing 
approximately a month later. 

Where there are more than three 
dealers in the prospect’s city, we refer 
the prospect to only three dealers .. . 
rotating the leads so that each dealer 
gets his share. This limitation is placed 
on leads to avoid having a mob of 
dealers’ salesmen descend on the pros- 
pect, killing each other’s chances for 
a sale. 

In addition to writing the letter of 
reply. . . which, by the way, is done 
on Hooven automatic typewriters with 
personal signatures the stenog- 
rapher records the inquiries by key 
numbers. Once a month this record 
of replies is turned over to the adver- 
tising department for posting in the 
advertising scrapbook . . . on the page 
showing the ad that originated the in- 
quiries. This record forms the basis 
for our analysis of the ad. 

One month later the follow-up post 
card form, asking for a report on the 
propect, is mailed to the dealers in- 
volved. About sixty per cent of these 


INDUSTRIAL MARKETING, September, 1938 


is, We continue with mailings and let- 
ters and ask the dealer for further re- 
ports until the matter is closed or 
dropped. 

We get another check on sales re- 
ports through our own representatives. 
They receive a copy of each letter to 
prospects in their territories. These 
copies are imprinted at the top with a 
report form similar to that on the post 
card. Our representatives accumulate 


these sheets and file them by cities. 
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When they contact dealers, they pull 
out these sheets and ask what hap- 
pened to the prospects. The informa- 
tion given them by the dealer is 
checked on the letter and returned 
to us. 

We have found that by refraining 
from obvious inquiry-getting tricks, 
unusual free offers, and using only a 
moderate play-up of the coupon and 
catalog, that the sales percentage is 
fairly constant we average one 
sale per five inquiries. In actual prac- 
tice, therefore, we check our ads by 
inquiries alone . . . using sales reports 
by six months periods as a double 
check to make sure we are right. 


Results of the System 


The analysis of our inquiries 

plus the use of a planned testing cam- 
paign (which was not in any sense a 
waste because it produced good results 
while in progress) . . . has enabled us 
to say with more certainty what re- 
sults we can expect from our adver- 
tising. It helps us, too, to prepare 
more effective ads because through it 
we have discovered some “‘musts” and 
“don’ts” that really make a difference. 
The difference can be definitely ex- 
pressed in numbers . . . we are getting 
twenty per cent more and better in- 
quiries than last year in spite of the 
decline of business. Since beginning 
these tests three years ago, the number 
of inquiries produced, with the same 
expenditure, has steadily increased. 
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By P. E. LETSINGER 


Vice-President in Charge of Sales 
CUMMINS ENGINE COMPANY 


COLUMBUS, IND. 


Gield-Written Aduertising Has 


@ WHERI 


copy written? 


is the best advertising 

I can’t speak for the 
producers of foods or silk hosiery 
but as far as our Own organization 
is concerned, our copy really began to 
register when the account executive 
packed his grip, bought a ticket for 
the great open spaces, and started 
rubbing elbows with the men who 
use Diesel power. 

For the last two years, the keynote 
Diesel 


been the case history—minus frills o1 


of Cummins advertising has 
fancy phrases. 

We have no quarrel with the desk 
bound copy writer or agency exec- 


utive if his advertising is aimed at 


men W ho spend the r lives in othces. 


But experience has shown us that the 


chaps who decide equipment pur 
chases in the oil fields and logging 
can’t be 


camps talk a lingo that 


learned second hand. And that they’! 
listen to the salesman and read the ad- 
vertising that talks their lingo! 
That’s why we've spent a consid- 
erable amount on traveling expenses 
for agency copywriters since 1935, 
ind consider it money well invested 
That’s why we sent Spencer W. Cur- 
tiss, the head of the agency handling 
our account, out to the Pacific Coast 
to gather experiences and local color 
direct from the big timber regions. 
That’s why we cheerfully O. K.’d an 
item for steamer fage to Ketchikan, 
Alaska, where fishing fleets are open- 
ing up a tremendous Diesel market. 
That’s why most of our oil field copy 
was mailed to headquarters from the 


mid-continent field by an 


agency 
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Ne Substitute 


lt cost this advertiser hard dollars to send agency 
men into the field to learn the language to be used 
in its advertising but it has proved a real investment 


writer who wasn’t afraid to get his 
feet oily. 

Perhaps we're selling our engines 
“the hard way,” but we have found 
There 


are, of course, many uses for Diesel 


it to be the successful way. 


power that don’t involve coming to 
grips with nature in the raw. But 
our big, husky motors seem to appeal 
to the type-of industry that demands 
ruggedness and courage in equipment, 
just as it does in men. 

Unquestionably, the ordeals that 
Cummins Diesels have had to undergo 
out in the wilds have been tremen- 
dously valuable. They have given us 
data that no artificial factory “prov- 
ing ground” could produce. 


A booklet 


we issued last fall, entitled “Cheap 


Let’s take an example. 
Logs” was ninety per cent written 
out in the big timber country. Here’s 
a typical excerpt: 

“W. G. Robinson cuts logs up by 
Mount Shasta, Cal.; they cut trees 
in such steep country that the fallers 
don’t shout ‘Timber’; they sing out 
They 


have big men, in those big mountains, 


‘Coming Down the Mountain.’ 


falling big timber in a big way, and 
they haul big loads—9,000 feet reg- 
ularly, 10,000 feet frequently, and 
have hauled 12,600 feet on one load 

no trailers or logging dollies, either 





—right smack on back of the truck. 

“When one of those trucks starts 
up that seven miles of adverse grade 
running as steep as 15%, they are 
‘going to town’ For a loader, 
Mr. Robinson uses a yard-and-a-half 
shovel with a crane boom on it, and 
snags the logs with especially made 
oversize bell hooks. He uses hand 
fallers and tractor-arches 32-foot logs 
to the landing; bucks them there into 
16-foot logs.” 

After more details of the specific 
operations involved in jockeying these 
giant logs to the mill, the copy de- 
clares: “The only small thing about 
the show was the amount of fuel oil 
the Cummins Diesel engine used; 34 
gallons a day against 75 gallons of 
$2.00 for fuel oil against 
When Mr. 


Cummins 


gasoline; 
$9.00 for gasoline 

Robinson put the first 
Diesel engine to work the Cummins 
man asked him to load it light for 
the first trip, so he said ‘O.K.’ and 
the scaler at the pond tallied 7,930 
board feet and four logs sank when 
He broke it in 


with a light load—32 tons, plus.” 


they hit the pond. 


Now Ill grant that the statistics 
quoted in the foregoing paragraph 
could have been given a more spec- 
tacular treatment. But there is some- 
thing about the very simplicity and 
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chatty tone that real loggers relish. 
Capture a man’s interest on his pet 
subject—and these big timber men 
have the game in their blood; they eat 
and you won’t have 





ind sleep logs 
to shout or bluster to arouse enthusi- 
ism. Certainly nobody who knows 
logging can question that the man 
who wrote that copy had been out 
there on the spot, soaking up atmos- 
phere and facts. 

But we have several other objectives 
when we shoot a man out into the 
besides 
copy material. We want pictures, 
A good 


wilderness, collecting good 
and we want personalities. 
camera goes along, and while the copy- 
writer is asking questions or digging 
for ideas he snaps photos galore. 
They’re “candid” shots—nearly all 
unposed, and unretouched, showing 
the men in their working clothes on 
the job. Then we line up person- 
alities, too—colorful characters like 
Andy Anderson, the boss trucker of 
Smith Ferry, Idaho, whose six trucks 
are powered with Cummins Diesel 
engines and who cheerfully gave per- 
mission to use his picture and story 
in our advertising. You couldn’t get 
a fellow like Andy to do that by 
writing him a letter. And you 
couldn’t tell his story convincingly 
to other haulers without getting it 
straight in Andy’s own language. 

Every piece of literature put out 
by Cummins Diesel is as full of pic- 
tures as a copy of Life or Look. And 
almost without exception, they are 
photos taken in the field. Not pretty 
or “arty” perhaps—you won’t find 
much in the way of trick lighting 
or futuristic backgrounds—but our 
salesmen tell us that these action 
shots make a real hit with prospects. 

After a careful analysis of our mar- 
kets and our dealer organization’s 
ability to contact these markets, we 
decided on a campaign to include five 
which we call vertical markets: 

(1) Trucks, which includes both 
interstate freight hauling and dump 
trucks, or trucks used by road con- 
tractors and others with a dirt-haul- 
ing problem; (2) road machinery; 
(3) petroleum industry; (4) logging 
and lumbering, and (5) marine. 

Business papers were selected to 
reach these markets: To talk to 
these markets in their own language 
we selected a theme which would ap- 
peal to each of the five different classi- 
fications. For example, our theme to 
the automotive market was, “Twice 


as Far for Half as Much.” Road ma- 
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As these typical pieces of Cummins 
Diesel advertising shows, there is a 
definite tie-up of theme between the 
publication copy and the literature 


chinery—“‘Powered for Profit.” Pe- 
troleum industry — “Faster than 
Steam.” . Lumbering and Logging— 
“Cheap Logs” and in the marine field, 
“For Pleasure or Profit.” 

Inasmuch as we were not ready to 
break the marine field down into 
pleasure boats, work boats and fishing 
boats, we had to straddle this market 
by making our direct mail cover both 
the work boat field and the pleasure 
boat field. This is the reason for the 
selection of the theme “For Pleasure 
or Profit.” 

Now to back up this advertising in 
the business papers, five vertical pieces 
of advertising were planned—one for 
each market. We then supported 
these five with a horizontal piece of 
direct mail entitled ‘““The Dependable 
Diesel.” This we tried to make look 
as much like a popular magazine as 
possible. In it we covered all of the 
fields which we were soliciting. 

Each dealer attends to the mailing 
of the direct mail in his territory. 
The factory furnishes the dealers with 
the material but does not pay the cost 
of the postage. This applies to “The 
Dependable Diesel” as well as to the 
individual pieces. 

The advertising is merchandised to 
all the dealers, first, by a complete 
portfolio of ads made up every month 
and sent to every dealer. Advance 
copies of all other direct mailings are 
sent to the dealers as published and 
he indicates the quantity he can use 
in his territory. 

Inquiries that come direct to the 
factory are answered direct from the 
factory by letter and some piece of 
direct mail advertising. The inquiry 
is then forwarded to the dealer in 
whose territory the inquiry originated. 

This plan has now been in operation 
for two years and has proved very 
successful. This year’s sales are show- 
ing a substantial increase over 1937. 

To sum up our advertising philos- 
ophy, which has played a conspicu- 
ous part in our consistent progress 
during the past several years, we 
might say that we build our appeals 
with this thought in mind: “Rub- 
bing elbows with real users, on the 
job, results in advertising that gets 
read and believed by men who do the 
buying.” 
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containers — aa ‘ = 
+ 
These factors reflect in the width of ar profit eargin, so 
why not plan new equipeent on the moet efficient basis The 
Ideal Way. While the eatter is fresh in your sind, write us 
for detaile 






Very truly youre, 
IDEAL STITCHER & MPO. COMPANY 








maT: 
Sales Manager 
FoR tvery SsTrircHine ¥7o8 











Make Your Letters Long 
Enough to Reach a Sale 


@ ONE OF our sales letter clinic 
contributors has brought up the age- 
old, yet ever pertinent question as to 
the proper length of a letter. He is 
faced, as I find are many others, with 
opinions of others in his own organiz- 
ation, that it is a moral offense and 
a downright criminal act to have a 
letter go beyond one page in length. 

Whenever this question comes up, 
and it does come up so often, I am 
always reminded of that sage remark 
of Lincoln, when asked how long he 
thought a pair of legs should be. The 
dry humor in his reply, “Long enough 
to reach the ground,” has, it seems to 
me, given us a lot to think about as 
regards this controversial subject as 
to the proper length of a sales letter. 

For, obviously, if you cannot in a 
single page letter get across to your 
reader a sufficient number of the sales- 
building points about the product or 
service you are selling, how can you 
expect that letter to completely and 
practically produce, or help produce a 
sale? 

If the subject of your letter is so 
all-comprehensive, so all-encompassing, 
that in one page of a letter, you can 
only get across two-thirds or three- 
quarters of all the points—certainly, 
if you are keeping interest main- 
tained at the same high pitch—there 
is no logical reason why you should 
not finish your story sensibly in that 
one writing. 

I believe I have mentioned before 
that I have seen successful sales let- 
ters run to as many as twelve pages 
with maintained without a 
letup. Similarly, I have seen many 
good sales letters run only three short 
paragraphs. One of these, sent out by 
the C. R. Wood Electric Company, 
Inc., is reproduced here as a splendid 
example of brevity. 

Who shall say that letter should be 
longer? Who shall say that the points 
brought out there need such elabora- 
tion as to run into more than one 
page? It is a fine example of getting 
to the point and getting over that 


interest 


Letter clinic conducted by 
HERB MERCREADY 
Advertising Manager 


MAGNUS CHEMICAL CO. 
GARWOOD, N. J. 


single point quickly and injecting a 
strong plug for action. 

So it all comes down to this: What 
is it you are trying to accomplish, 
and what facts must you get over in 
order to reach the objective? 

The letters I have seen running into 
multiples of pages had many, many 
facts to get across to the reader in or- 
der to induce favorable sales action. 
There were numerous stories of actual 
results with the product or service 
featured that were best woven into 
the sales letter in a complete fashion 
that captured the imagination and 
held it! 

I will say this: Don’t attempt a let- 
ter of more than one page unless the 
subject matter is such that demands 
additional length. And if you do run 
over the first page, see to it that the 
text of the letter is so intensely inter- 
esting that the reader will be sufficent- 
ly enthused to overcome his natural 
tendency or a human lethargy, that 
might combat the desire to read a long 
letter to the very end. 

Having done that, let the letter run 
its natural course and feel not the 
least bit alarmed at its extra length. 
But always keep a picture of the men- 
tal progression of the reader constant- 
ly in your mind. Take him quickly, 
but not too rapidly, from one point 
to another, right up to a smashing, 
forceful close. 

As one interested in letters, I have 
watched this subject of length with 
no little interest because it is definitely 
tied in with another subject which we 
shall give some thought to in another 
one of these clinic sessions—and that 
is the subject of maintaining interest. 
For unless that quality can be put into 
a letter of any length, it cannot hope 
for a successful life in the fullest 
sense of the word. 
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Busy as we all are, I think there is 
something latent within us that con- 
sciously or unconsciously looks for— 
aye, even longs for—the letter in our 
daily mail which lifts us up—the let- 
ter which gives us a vivid picture of 
something better, something rosier 
than our present state of affairs. 

And with that thought in mind, 
should not we, as we sit down to 
write that very next letter, ask our- 
selves this question—“Have I truly 
pictured something of worth while 
interest—something so painted that 
it unfailingly will lift the mind of 
my reader up toward a better state?” 

The answer to that question many 
times will determine the length of the 
letter. For, in answering it complete- 
ly and honestly, you will have built a 
letter long enough to reach a sale or 
help induce favorable sales action! 


Put a Letter to Work 
For One of Your Customers! 

Tom L. Wheeler, Jr., 
Wheeler-Kight and Gainey, 
lumbus, O., 
to the clinic that many may, at first 
glance, wonder why it has any place 
here. But an excerpt from his ac- 
companying letter explains all. 

He says, “I do believe, however, 
that there are any number of places 
where the same idea could be used in 
industrial advertising. For example, 
ball-bearing manufacturer who 
has worked with a machinery manu- 
facturer in developing a new machine 
could possibly get a lot of good from 
using the same idea.” 

Ball bearing fellows, please take no- 
tice. (And, it’s a good idea for 


many others, as well.) 


president, 
Inc., Co- 


has sent a contribution 


some 


A Letter That Looks at 
Both Sides of the Picture 

So often, all of us through force of 
habit are inclined to look at our prod- 
uct or service solely from our own 
viewpoint. We talk about this fea- 
ture and that one, so dear to our own 
hearts, that we often completely for- 
get that the customer or reader may 
have an entirely different reason for 
thinking favorably about us. 

Therefore, it was a bit refreshing 
to receive from E. A. Hanson, ad- 
vertising manager, Ideal Stitcher & 
Manufacturing Co., Racine, Wis., a 





The importance of the message you have to convey 
alone should control the length of a sales letter 





letter which pays particular attention 
to this very point. 

Here is woven into one pattern a 
pleasing blending of testimonial, man- 
ufacturer’s sales points, and customer’s 
viewpoint, with some emphasis on the 
latter. 

Speaking from my own experience, 
I think all of us could do more on 
this idea of having the users of our 
products provide the actual copy that 
fills our sales messages in this fashion 
—to the end that we do not fill them 
full of our own impressions and ideas 
which, while they may run somewhat 
parallel to the actual, are not as true 
sales points as they might be. 


A Sales Punch Where 
It's Least Expected 

There may be some among the edi- 
torial fraternity who will raise their 
eyebrows at this Samson-United Cor- 
poration letter. But, it is so full of a 
sales punch that it is worthy of a 
place here. : 

How often is the letter which ac- 
companies a publicity release just a 
routine message? And, how often are 
there overlooked opportunities for the 
expression of a sales thought in such a 
manner that the expressing of the 
thought is such that a clearer inter- 
pretation of any appreciation for the 
product is the natural result? 

Orchids to you, Dick Weiss, for a 
fresh thought on an old idea. (Editors 
will soon all become sales letter con- 
scious, if this idea takes hold!) 


Tying In With a 
National Movement 

I had half expected to see a num- 
ber of concerns tie in their sales pro- 
motion efforts more closely with the 
sales-building idea behind the Na- 
tional Salesmen’s Crusade. Large 
numbers of companies tied their direct 
sales efforts into this movement, with 
considerable success. But the num- 
ber of places where a definite tie-up 
with this national movement was evi- 
denced in sales promotional material, 
was not as great as might have been 
expected. 

I did, however, receive one letter 
which, while it is not truly industrial, 
does emphasize the length to which 
many could have gone in tying in 

(Continued on Page 69) 
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.NEw YORK 


Ralph 0, MeOraw 


Here's « short news story of two headline-aaking 
. « Meetern Electric Company of New York, and 
the unique Samson-Onited rubber bladed fan. 


They've colleboreted on « new style fan to sir- 
cool telephone booths. Chances are you've sveltered 
@ booth call and can readily appreciate 
the significance of this grand new comfort agent. 


It's newsworthy! It's up to you to pass it 
along to your readers. Gon’ 
of news and art for the copy desk et once? 


sayre caan 
BD 


Advertising Manager 
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results Because we believe 
jobs will be the natural 
, which in turn agein seams 


i this forward-looking movement 
“for it has meant such in those 
participated Therefore, you 


to work with you in planning 
any of the many forms of direct 
services 
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SPACE PLACED WITH A.B.P. PAPERS BY ADVERTISING AGENCIES IN 1937 
(Including Only Those Placing 30 or More Pages) 
As compiled by The A smc ited Business Papers In New York, and complete with exce ption of fourteen members 
Rank Pages Used Rank Pages Used 
1937 1936 1937 1936 } 1937 1936 1937 1936 
1 Batten, Barton, Durstine & Osborn 3.880 3.514 75 34 Gardner Advertising Company ... 213 349 
2 G. M. Basford Company......... 2,062 2,117 76 89 Fred Glen Small............... 199 166 
11 The Buchen Company......... . 1,516 848 76 82 Waynesboro Advertising Agency... 199 184 
>} N. W. Ayer & Son. Inc....... .. 1.479 1.503 78 135 George T. Metcalf........... me 198 111 
5 | Fuller & Smith & Ross. In 1.409 1.208 78 87 Simmonds & Simmonds, Inc...... 198 172 
¢ 4 Lord & Thomas...........e. 1.403 1.303 80 106 C.H. Trapp Advertising Agency.. 197 136 
J. Walter Thompson ( pany.... 1,206 852 $1 67 Brennan, Brown & Company, Inc.. 196 236 
8 6 Rickard & Company, Inc......... 1,058 970 81 DO Tee ER. BEG. cc cccoscccces 196 155 
) } Campbell-Ewald Company ....... 1,045 928 81 113 Chester Parish Associates......... 196 130 
13. The Griswold-Eshleman Company. 1,024 608 84 49 The Powers-House Company .... 195 289 
l 9 MecCann-Erickson. Inc. .. ; 866 891 85 77 Addison Vars, Inc. ........cccccs 189 191 
12 7 Marschalk & Pratt. Inc....... . 842 960 86 150 Baer-Van DeMark, Inc........... 181 100 
13 12 Ketchum, MacLeod & Grove, Inc.. 834 676 86 103 Critchfeld & Company.......... 181 138 
14 19 United States Advertising Corp. 802 486 86 90 Elmer H. Doe Advertising Agency 181 162 
15 13 Reincke-Ellis-Younggreen & Finn.. 788 608 56 71 Meek & Wearstler, Inc........... 181 210 
16 17 Maxon, Inc OTPOTAtED .ccccccsecs 6388 538 56 54 Needham, Louis & Brorby, Inc.... 181 260 
17 20 ~Larchar-Horton Company ....... 658 475 91 125 The Fensholt Company.......... 180 120 
18 16 Geare-Marston. Inc. ............ 652 564 92 92 Donahue © Coe, Iiikcccccccces 179 158 
19 18 Buchanan Company, Inc.. 572 527 93 74 The Bayless-Kerr Company ...... 178 202 
2 39 Hazard Advertising Corp. ...... 55] 328 94 79 W. S. Hill Company............ 177 185 
1 23 Walker & Downing ............ 520 420 95 Toe Oe err ee 176 oh 
22 21 Sutherland-Abbott *....... eh “a 451 96 183 Harry B. Green & Company...... 170 79 
23 26 Evans Associates, Inc. ... 470 407 96 202 Charles W. Hoyt Company, Inc... 170 71 
24 27 Kenyon & Eckhardt, Inc. ....... 463 400 98 150 Barlow Advertising Agency...... 168 100 
2) 31 Ferry-Hanly Advertising Co.. Inc.. 450 381 | 99 116 The Davis Press, Inc... .. 2.0.00. 167 27 
r¢ 39 Russell T. Gray. Inc....... ray . 449 328 100 140 Cruttenden & Eger.............. 166 109 
27 29 The Aitkin-Kynett Company ... 445 387 100 122 Walter B. Snow ©& Staff, Inc...... 166 125 
28 42 Henri. Hurst & McDonald, Inc... 439 321 102 93 Franklin Industrial Service, Inc.... 165 155 
29 56 McLain Organization, In $36 255 103 105 OD. P. Brother & Company, Inc.... 163 137 
30 ee a ES, nics Cameweuwens 429 336 104 108 Mumm, Romer, Robbins & Pearson 161 135 
3] 57 R. E. Lovekin Corp........ -A 254 105 140 Gallard Advertising Agency...... 159 109 
3? 35 William B. Remington, Inc....... 418 348 105 98 E. T. Howard Company, Inc...... 159 150. 
33 38 Rogers, Gano & Gibbons, Inc..... 416 332 107 93 Ross Llewellyn coerce sccscssces 158 159 
34 22 Roche, Williams & Cunnyngham. 404 429 | 107 114 Redfield-Johnstone, Inc. ......... 158 129 
15 32 Young & Rubican, Inc........... 390 364 | 109 111 Moser & Cotins, Inc............. 157 133 
36 28 Aubrey, Moore & Wallace, Inc.... 382 397 | 109 162 Alan Bridgman Sanger .......... 157 91 
37 78 Meldrum and Fewsmith, Inc...... 379 189 111 146 Landsheft & Warman, Inc........ 155 103 
38 25 J. Stirling Getchell, Inc.......... 376 ©6409 112 100 John W. Odlin Company, Inc..... 154 148 
39 52 The Cramer-Krasselt Company.... 375 267 114 110 R. D. Northrop Company........ 153 134 
40 24 Geyer, Cornell & Newell, Inc...... 374 419 115 158 William Jenkins Advertising...... 149 96 
4] 46 Van Sant, Dugdale & Co., Inc.... 373 302 | #115 4106 Roland G. E. Ullman, Advertising. 149 136 
42 41 Alley & Richards Company....... 369 323 | 117 108 Rogers & Smith Advertising Agency 144 135 
42 48 Klau-Van Pietersom - Dunlap - Asso 118 160 The Electrograph Company...... 142 93 
COE EOE. 644400 00cceeeseees 369 298 | 118 159 George H. Gibson Company...... 142 95 
44 50 Arthur Kudner, Inc. ........... 346 283 120 196 Calkins &@ Holden..........00.:. 141 74 
45 61 Addison Lewis & Associates...... 333 243 > met al” DS UR ere 141 127 
46 69 O. S. Tyson & Company, Inc..... 332 213 120 79 The Ralph H. Jones Company.... 141 185 
47 44 The McCarty Company ......... 3300s 311 123. 173 Earl M. Cummings, Advertising... 140 84 
48 43 Blaker Advertising Agency, Inc.... 301 314 123. 146 Lamport, Fox & Company........ 140 103 
49 61 Smith, Hoffman & Smith, Inc..... 300 243 123. 177 Perrin-Paus Company ........... 140 81 
50 30 Erwin, Wasey & Company, Inc... 296 382 126 4 2OT CA. ROSS cc cnscccescsssccese 139 69 
51 GB 5. BE. BGR, BiGieccccscccccsss 291 222 | 127 #137 The J. Horace Lytle Company... 138 110 
52 64 The Fred M. Randall Company... 290 238 128 131 E. W. Hellwig Company......... 137 112 
53 47 Newell-Emmett Company, Inc..... 289 300 128 149 A. Eugene Michel & Staff........ 137 102 
54. 73 Wh. B. Akin Company.......... 282 203 130 137 Kreicker & Meloan, Inc.......... 136 =6110 
55 84 Charles L. Rumrill & Co., Inc..... 278 18U 131 115 Benton & Bowles, Inc. ......... 134 128 
56 37 Kirkgasser-Drew, Inc. ........... 277 335 131 171 Holden, Graham & Clark, Inc..... 134 85 
57 53. James Thomas Chirurg Company... 273 261 131 242 Wildrick & Miller, Inc. ......... 134 57 
58 75 Evans, Nye & Harmon, Inc...... 266 200 134 97 Western Advertising Agency, Inc.. 132 152 
$9 60 Wallace Davis, Advertising ...... 265 224 135 56 Tee BE Wed as ccccawives 131 154 
60 51 E. M. Freystadt Associates ....... 261 276 135. 102 Grace & Bement, Inc............ 131 146 
61 $5 Doyle, Kitchen & McCormick, Inc. 258 257 135 163 Van Auken-Ragland, Inc. ....... 131 89 
61 76 T. J. Maloney, Inc. ............ 258 194 138 128 John Falkner Arndt & Co., Inc... 128 114 
63 86 Charles Dallas Reach Advertising 138 144 Hutchins Advertising Co., Inc..... 128 104 
PE cc cece cote eban es 6a ee 244 175 140 120 Donovan-Armstrong ............ 126 126 
64 ees © BECONRIR, cc ccccccsececs 239 211 141 231 Menken Advertising, Inc......... 125 61 
65 61 Compton Advertising, Inc........ 237 243 142 116 Carter-Thomson Company, Inc.... 124 127 
66 59 The Albert P. Hill Company, Inc. 235 245 142 83 Theodore M. Martin Advertising 
67 $8 D'Arcy Advertising Company, Inc. 232 246 | I pt cedastacenibensbs 124 181 
68 72 The Lloyd H. Hall Company..... 225 209 144 131 Philip Kobbe, Inc. ............. 123. 112 
69 64 Peterson & Kempner............ 219-238 145 212 Wood ©& Fielding Company...... 122 67 
70 64 Federal Advertising Agency, Inc... 218 239 146 165 W. J. Williams Advertising Agency 121 88 
70 90 MacFarland, Hays & Company... 218 162 147 153 Jerome B. Gray & Company...... 120 98 
72 79 Brooke, Smith & French, Inc..... 217 185 147 265 The W. E. Long Company....... 120 52 
73 85 Stack-Goble Advertising Agency... 216 179 
74 101 MacManus, John & Adams, Inc... 215 147 [CONTINUED ON Pace 31] 















INDUSTRIAL MARKETING, September, 1938 














WILLIAM E. McFEE' says 





Sharpshoot for Sales with Headlines 


Many a good piece of copy is rendered impotent by a 
“weak sister headline that fails to spark the reader's 


imagination with an appeal to his buying interests 


@ THERE are headlines that groan 
ind headlines that scream; and then 
there is the quiet, apparently unob- 
trusive variety that somehow or other 
provokes a reading beyond the display 
type. I shall have more to say about 
the latter before this screed has run its 
course, 

The technique of writing headlines 
for the lay magazines and _ headlines 
for the business press differs, of course, 
though not so markedly as you might 
think. The so-called technical adver- 
tisement writers could learn much of 
human interest tactics from their con- 
sumer goods brethren; and the stars 
of the consumer field likewise could 
acquire the art of the direct, forcible, 
specific approach from their technical 
fellows. Just as many provocative 


headlines are appearing in _ business 
magazines as in the general media, 


make no mistake about that. 


So many rules have been set. forth 
on the art of headline writing (and it 
is an art) that even to touch on them 
would expand this from an article into 
a book. I well remember the first 
rule that confronted me as I gayly, 
though not without misgivings, em- 
barked upon my apprenticeship four- 
teen years ago. For lack of a better 
phrase, [ll call it in retrospect the 
‘Rule of the Golden 7.” Seven words 
were then the golden mean in head- 


*Director, copy and plans, The Ameri- 
an Rolling Mill Company, Middletown, 


( Yhio 
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line writing, no more, no fewer. If 
you could string the seven right words 
together, your quest in the happy 
headline grounds was ended. Set it up 
in the then prevalent Buckeye style 
and you had achieved sontething of at 
least passing worth. 

Yet headline creation, as I see it 
today, requires more than anything 
else the simple admixture of two brain 
ingredients: common sense and a cer- 
tain lively imagination. Some writers 
are born with both and never use 
them; other writers laboriously acquire 
them; still other writers add acquired 
skill to inborn gifts and become the 


really successful headliners of their 
times. 
Now for common sense, which 


here is nothing more than the ability 
to transport oneself into the reader’s 
not always receptive mind. Headline 
writers who do not acknowledge to 
themselves the frequently passive state 
of the reader’s mind will never leap 
the hurdle of indifference and get their 
messages read. After all, the head is 
“bait,” in the more practical sense, 
and if it fails to lure the reader into 
that make-it-or-break-it lead para- 
graph, the advertisement is lost. 

Yet the lure must be pertinent to 
the reader’s interests, and here again 
is where common sense comes in. The 
irrelevant headline is like the realty 
agent who shows a family of ten a 
five-room house. Even though the 
words possess curiosity value and 
prompt the reader to read on, the un- 


conscious if not conscious resentment 
it induces makes the game not worth 
the candle for the advertiser. 

But let’s get down to cases. Im- 
aginary though they be, they will serve 
to illustrate the point that effective 
headlines begin by thinking through 
to the heart of the reader’s problem or 
need. 

For the moment let’s assume I am 
an advertising writer working on a 
machine-tool problem. The manufac- 
turer, let us say, has just brought out 
a turret lathe with an automatic 
timing device of unquestioned merit. 
My task is to spontaneously kindle the 
reader’s interest, provided, naturally, 
that he uses or could use turret lathes. 
Here is the irrelevant imaginary ap- 
proach through a flash headline; and 
by “flash” I mean the first thought 
that flew from the writer’s mind and 
unhappily got itself into printer’s ink: 
“TIME AND FORTUNE WAIT 
FOR NO MAN!” The illustration is 
an hour glass and a pile of shimmering 
gold. 

Extreme? Not if you scan your 
business papers! There are many con- 
siderably worse, inasmuch as they are 
not redeemed by the faintest touch of 
imagination. Yea, verily! 

In contrast to that pretty though 
almost pointless cliché, if I know my 
audience, and want to get under their 
collective skins with as little lost mo- 
tion as possible, I might headline the 
tempting new lathe in some such man- 
ner as this: NOW YOU CAN RUN 
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Exposition Held on 


@ UNIQUE among equipment ex- 
positions was the Southern Appalach- 
ian Industrial Exhibit, held Aug. 18- 
20 at Bluefield, W. Va. This is the 
heart of the bituminous fields 
of ‘Southern West Virginia, South- 
west Virginia, East Kentucky * and 
Eastern Tennessee, with their annual 


coal 


coal production of 100 million tons. 
It also has many diversified industries 
within a radius of 200 miles. 

This show was held as usual in the 
Norfolk and Western freight termi- 
nal at Bluefield. Unlike the ordinary 
expositions, some of the manufactur- 
ers provide exhibit equipment mount- 
ed in position on a flat car. The va- 
rious exhibitors’ cars are placed end 
to end on the platform loading tracks 
in the freight terminal reserved for 
them; thus the spectators can walk 
directly from the raised platforms of 


ONE JOB WHILE YOU SET UP 
ANOTHER. The ; 
would reall) 
headline, giving local color and cred- 


illustration, of 
course, illustrate the 
ibility to the message. 

[ am always suspicious of “‘first- 
birth” headlines, whether I write them 
or whether they come over the desk as 
part of a manuscript to be critically 
edited. Occasionally you draw one 
quickly out of the deep well of the 
unconscious, one that sparks, but more 
often you write twenty or thirty be- 
fore you fashion the one that clicks. 

To further what I 
mean, and this is one on me. (Four- 


demonstrate 


teen years is a short novitiate in the 
art of headline writing. And on pleas- 
ant spring days, one’s imagination 
sometimes runs off with him, off to the 
Parnassus heights of romantic writ- 
ing. ) 
institutional 


It was a piece of copy for an 
and the 
subject was welding. Flash came an 
“inspiration” which so blinded me as 


research series, 
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Flat Cars 


the terminal on to the respective cars 

Typical of what such an exhibi- 
tor’s flat car looks like is the one 
shown here of the Allis-Chalmers 
Mfg. Company exhibit taken shortly 
before it left the company’s yards at 
West Allis, Wis. 


Allis-Chalmers had a number of 
operating exhibits. Prominent among 
these was a 3-ft. x 10-ft. lowhead 


screen especially arranged to handle 
the fine damp coal slack which is or- 
dinarily so troublesome to screen. 
Other active moving exhibits includ- 
ed a 3'4-ft. 
a 48-in. electro-magnetic 
feeder, an operating vari-Pitch speed 
changer unit, besides a number of 
types of centrifugal pumps and mo- 
The car was completely wired 


aero-vibe 
vibrating 


wide screen, 


tors. 
for plugging in the circuits of the 
operating exhibits. 


to effectively prevent any further con- 
centration. Read it and weep with 
me: “REUNION IN STEELIANA.” 
Clever, eh, this paraphrase of an old 
romantic phrase? I kidded myself 
right into it “People had their 
reunions; likewise separate pieces of 
iron and steel had to be reunited in 
the fabricator’s plant.” The more I 
thought about it the better I liked it. 
Talk about romance running away 
with reason; this was a prize example. 

It took several days, a layout com- 
prehensive, and the a.m.’s_ startled 
query to show me the perversion of 
my thinking. Then, after the usual 
twenty or thirty jousts came a head- 
line that soared a little yet kept its 
feet squarely planted on the earth: 
STEEL “SUITS” MADE TO OR- 
DER. 

Right or wrong, hackneyed or not, 
a good many industrial advertisers use 
installation photographs, as they are 
called. Of course, there are good in- 


stallation pictures and poor ones. The 
good ones, carefully studied by the 
writer, often yield a headline of the 
first order, a headline that lifts the ad- 
vertisement out of dull mediocrity and 
puts it in tune with the reader’s im- 
agination and, above all, his current 
buying interests. 

I am thinking now of a Goodrich 
advertisement I saw in the April 7 
issue of The Iron Age. Problem: 
Tanks for “pickling” heavy steel plates 
now protected against quick corro- 
sion, by rubber attached to the tank 
walls and bottom. Photograph: Dra- 
matic view of such a tank at work 
pickling or cleaning armor plate. 
Headline: “BIRTH OF A BATTLE- 
SHIP—A Typical Example of Good- 
rich Development in Rubber.” 

“BIRTH OF A BATTLESHIP” 
has plenty of imagery, but notice how 
the writer has astutely bylined Good- 
rich in the subhead. Some writers 
might have been content with the ma- 
jor head, assuming that its appeal to 
curiosity was sufficient to gain a read- 
ing for the text; yet this writer took 
no chances either with that or the 
logotype “Goodrich” coupling the 
two. He was thinking, no doubt, of 
that great host of readers who gallop 
through the pages. 

This double-barreled head is an ex- 
cellent illustration of what I call ap- 
plied imagination, or imagination 
linked with a practical, rational ap- 
proach. I have an idea too that it is 
the kind of headline that appeals to 
readers of business magazines. Which 
is not to say, however, that it is the 
only variety that gets across. 


Headline writers would do well to 
consider their various audiences. The 
sort of caption that fans the latent 
spark in one magazine or field would 
kill it in another. Architects, I have 
understood from architects 
themselves, favor simple forthright 
presentations of the seller’s wares. 
They definitely don’t like braggadocio, 
and they are every bit as distrustful of 
highly-colored language. Artistic 
though they be, they want no truck 
with art in advertisements for art’s 


always 


sake. 

I saw a simple forthright presenta- 
tion the other day in a Formica ad- 
vertisement. Instead of combing his 
brain for a clever, superficial headline, 
the writer set down simply this: “A 
FORMICA DOOR and RECEPTION 
DESK.” The illustration revealed ex- 
actly that, and there, to my way of 


INDUSTRIAL MARKETING, September, 1938 























hinking, was your ideal advertisement 
for architects. One hundred or so 
words of text told the story simply, 
clearly and informatively. I would be 
willing to wager that new green Stet- 
son I bought today that many readers 
of Architectural Forum took time out 
for that message. It was honesty per- 
sonified, and dignity without stiffness, 
too. 

Come to think of it, there was no 
verb in that Formica advertisement. 
Hmm. That’s strange. The Stopper- 
Judges say that a headline cannot sit 
in the front row unless it be livened 
by one of these sprightly little words. 
Good! I have no quarrel with verbs; 
they are vital to living, throbbing, 
moving language; yet to contend that 
a verb must appear in every headline 
is tantamount to saying that every 
sick man must first of all be given a 
dose of Epsom salts. Hold on there, 
doctor, the patient may have appen- 
dicitis! 

I'll let this case rest on the Formica 
advertisement, exception or no excep- 
tion. 

One of the first lessons I learned in 
headline hunting, from a man whose 
earthy wisdom I have always admired, 
was that no matter how hard you try 
to be noticed, not everyone is on the 
qui vive for what you have to sell. To 
the man suffering from foot troubles 
the single word CORNS in small 
space stands out as a supreme talis- 
man. He’d read it if it were a thou- 
sand words instead of fifty. Likewise 
ITCH, PAIN, COLDS and all the 
rest. The one-word headline is not to 
be despised, in its place, and possibly 
it can be used successfully in indus- 





trial advertising—provided it is a 
specific word and not such blab as 
DEPENDABILITY, INTEGRITY, 
QUALITY, and all the rest of the old 
anesthetics. 

The specific word leads easily into 
the specific headline; and it is here 
that I believe industrial advertising 
headlines shine brighter by far than 
the headlines in general magazines. 
When you can hold out a promise of 
money saved or money earned, and put 
that magic old dollar sign in display 
type, you have what it takes to be seen 
ind read. An hour’s perusal of a 
dozen industrial magazines chosen at 
random would yield many specimens, 
but here quickly are a few: 1. “Gen- 
ral Electric Announces Brighter 


MAZDA Lamps NEW LOW 


PRICES.” The “new low prices” are 











Fig. 6 
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Fig. 7 


These double prospect and report cards are used by Hamilton Manufacturing 
Company, Two Rivers, Wis., in its system of following up inquiries resulting 
from advertising to check the effectiveness of the copy and the media. Com- 
plete details of the system are given in the story on pages 20 and 21 


prominently displayed beside the head- 
line. What industrial buyer of lamps 
could pass that one by? Of consumer 
either, for that matter. 

Armco Pipe Sales Division tells 
“How A Leading Paper Mill Saved 
$900 on a $2800 Pipe Order.” That’s 
talking the language that every buyer 
understands. 

“I made $30.00 the First Month 
with the Kent Pressure Pak,” quotes 
The Lubricator Corporation to service 
station owners. (Other owners please 
copy. ) 

If a writer has any talent for head- 
line writing—and, believe me, its suc- 
cessful pursuit requires talent—there 
is research material galore today. It 
abounds on every hand—in magazine 
article titles, book titles, play and 
movie titles, to say nothing of adver- 
tisement headlines themselves in scores 
of magazines and newspapers. And 
don’t think for a split second that 
many of these captions are not care- 
fully and even painfully thought out. 
The difference between success and 
failure of a movie or book often rests 
upon those few words that herald it 
to the multitudes. Isn’t it logical to 
assume, then, that an advertisement is 
no better than its headline. I think 
it is, and the experiences of numerous 
mail order advertisers and tested copy 
advertisers bears me out. 

I'll call upon one of my favorite 
authors, Somerset Maugham, to help 








INDUSTRIAL MARKETING, September, 1938 


me sum up. He says that words “have 
sound, weight and appearance,” and 
surely headline writers can see some- 
thing in that. Sound for a ringing 
effect in the reader’s mind. Weight 
for conviction. Appearance for im- 
pression and memory value, and adver- 
tisements cannot have too much of 
this. 

Mr. Maugham says further, in speak- 
ing of style: It is composed of “‘lucid- 
ity, simplicity, and euphony—euphony 
lively, not monotonous. Lucidity, so 
that the reader may see clearly and 
grasp easily. Simplicity to engender 
belief and stimulate flagging memo- 
ries. Euphony as a hypodermic for 
dullness and boredom, the twin car- 
dinal sins of all writing and especially 
advertisement writing, of which it has 
been said, ‘they don’t want to read it’.” 


Finally, the misunderstood headline, 
the headline of two or more possible 
meanings, is the greatest abomination. 
To be misconstrued is the saddest fate 
of all, in advertising as in social rela- 
tions. Like the colonel of an Irish 
regiment who was bawling out a pri- 
vate for cowardice in battle. “Well, 
Pat, have you anything to say?” asked 
the colonel. ‘Please, sor,” replied Pat, 
“before we went into action, you said, 
‘Strike for home and country,’ and I 
struck for home.” 

Some headlines are like that. They 
strike, all right, but pathetically 
at the wrong point of the compass. 
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Trends 


A review of conditions within industries which influence industrial 
marketing procedure, written by editors of business papers 





Obsolescence Hits Forging 
and Heat Treating Fields 


®@ OWING to renewed activity in 
the automotive and other metal work- 
ing plants, production of forgings and 
heat treated parts is increasing stead- 
ily, and the prospects are bright for 
further increases during the next few 
months. The trend toward the more 
extensive use of forgings in various 
types of assemblies continues. 

Though considerable new equip- 
ment was installed in forging and 
heat treating plants and departments 
during 1936 and 1937, a substantial 
part of the equipment in operation 
is obsolete and much of this has since 
been scheduled for replacement just 
as soon as business prospects became 
more encouraging. All indications 
now point to these replacement pro- 
grams going into effect the latter part 
of this year and during a large part 
of next year. 

In forging plants and departments, 
the bulk of new equipment purchases 
will be faster acting hammers and 
upsetters; coin presses, because of 
the more extensive employment of 
cold coining; and instruments for 
temperature measurement and control. 

In heat treating plants and depart- 
ments, new processes, new furnaces 
and new combustion devices will rep- 
resent the largest part of rehabilita- 
tion programs.—K. C. KERNAHAN, 
Editor, Heat Treating and Forging. 


Construction Helps 


Non-Metallic Minerals 

@ PRODUCTION in those _ non- 
metallic mineral industries which fur- 
nish materials of construction is being 
maintained at levels far above those of 
other industries. If accurate nation- 
wide output figures for the first half 
of this year were available, they would 
probably show an average decline in 
production of somewhere between 
eighteen and twenty-two per cent. A 
representative questionnaire sampling 
of conditions in every state recently 
completed by Pit and Quarry justifies 
that conclusion. It discloses great di- 
versity in some areas but otherwise a 
degree of relative stability that would 
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be difficult to find in other industries. 
This is due to the steadying influence 
of government buying and buying for 
government work by contractors. The 
expenditure of public funds for em- 
ployment stabilization through the 
construction of public works has been 
a veritable gyroscope for the non- 
metallic mineral industries. 

The outlook for the second half of 
this year is good. The new P. W. A. 
program has already released, by ap- 
proval on June 27, more than 200 
projects of material benefit to the ce- 
ment and aggregates industries. Of 
their total estimated cost of $63,201,- 
751, no less than $12,919,893 will be 
spent for highways, $15,400,205 for 
street improvements, and $34,891,653 
for new bridges. Prompt action on 
hundreds of other projects of similar 
importance to the non-metallic min- 
eral industries has been promised. 

Reversing the usual seasonal trend, 
building contracts awarded in June 
showed an increase of four per cent 
over the May figure. More than $167,- 
485,000 was involved in the June 
awards, $85,682,000 representing the 
residential building portion. The ac- 
cumulated total of building and engi- 
neering contracts for the first half of 
this year was $1,294,272,000, which 
amount was the highest, except for 
1937, for any similar first half-year 
period since 1931. This trend is of 
great help to those industries, such as 
lime and gypsum, which do not bene- 
fit from government expenditures as 
those producing cement and aggre- 
gates. 

The survey revealed the deep- 
seated confidence of mineral produc- 
ers in the basic soundness of the coun- 
try. Many producers who reported 
smaller sales this year than last—the 
decreases in a few cases exceeding fifty 
per cent—nevertheless are planning 
definite immediate plant improvements 
involving the purchase of many thou- 
sands of dollars of new and more efh- 
cient equipment. Expenditures rang- 
ing from $25,000 to more than $100,- 
000 for individual plants are not un- 
common in the limited investigation 
made. Numerous new plants, costing 
from $250,000 to several million dol- 










lars, are among the reports received. 

The non-metallic minerals industries 
occupy a unique position in the ex- 
tent to which their future security is 


insured by the ever-present and con- 
tinually growing demand for their 
products in such socially necessary 
forms of construction as highways, 
dams, and other large public works.— 
STANLEY A. PuiLuips, Directing 
Editor, Pit and Quarry. 





Twenty-Five Years 





WILMER H. CORDES, sales promo- 
tion-advertising manager of United 
States Steel's subsidiary, American 
Steel and Wire Company, Cleveland, 
celebrated his twenty-fifth year with 
the organization on August I|1, 1938 


Mr. Cordes started with American Steel 
& Wire Company as a mailing and gen- 
eral clerk at Chicago on Aug. 11, 1913 
After several months was transferred to 
the advertising distribution division and 
shortly after to the advertising manager's 
office to handle exhibit layout detail in 
connection with the company’s exhibit 
building at the Panama-Pacific Interna- 
tional Exposition, held in San Francisco 
during 1914. After completion of this 
work he became associated with the adver- 
tising manager's staff, aiding in advertising 
preparation and copy checking of business 
papers, directories and magazines. 

In 1922, Mr. Cordes became assistant 
advertising manager and in 1925 was se- 
lected as the steel company’s representa- 
tive at the International Advertising Clubs 
Convention held in Europe. 

In 1927 he was appointed advertising 
manager and in 1935 acquired the ap- 
pointment of sales promotion and adver- 
tising manager. 

During his career Mr. Cordes has been 
active in advertising and sales association 
work, both industrial and retail. 

Agency for Justrite 

Behel & Waldie, Chicago, has been ap- 
pointed to handle the account of Justrite 
Mfg. Company, Chicago, manufacturer of 
sanitary pails, miner's lamps and push 
clips. 
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SPACE PLACED WITH 


Rank 
1937 1936 
149 155 
149 251 
151 , 
152 226 
153 231 
153) «6111 
155 124 
155 237 
157 79 
158 196 
158 346 
158 219 
161 120 
161 129 
163 33 
163 226 
165 129 
165 258 
165 326 
168 307 
169 ts 
170 155 
170 213 
170 173 
173 293 
173 167 
173 320 
173 349 
177 185 
177 167 
177 116 
177 219 
18. 194 
182 20% 
182 205 
182 188 
185 432 
185 196 
185 251 
185 135 
185 413 
190 179 
190 131 
192 213 
192 251 
194 ee 
194 219 
196 175 
196 246 
196 200 
199 161 
199 188 
201 137 
yo ae 
202 153 
202 307 
205 167 
205 146 
205 194 
208 188 
208 278 
208 185 
208 271 
. fa 
213 200 
213 242 
213 368 
213 251 
213 297 
218 213 
218 163 
218 278 
218 331 
» he ie) 


eee 
Edwin H. Verrall ........ccccce 
"= eee 
Eugene A. Holland............. 
Atherton & Currier, Inc.......... 
George E. Hatch, Advertising 

Lennen & Mitchell, Inc. ........ 


E. D. Wolaver Advertising Agency 
Parker Advertising Company 
George F. Climo, Jr., Advertising 

TCR, OIE, te Bi 
The Grey Advertising Agency, Inc 
Weston-Barnett, Inc. ............ 
F. J. Low Company, Inc.......... 
Charles M. Sloan, Advertising... . 
Beaumont, Heller & Sperling, Inc.. 
eee eer 
Anfenger Advertising Agency, Inc 
is. F. MOCO, ERE. ccc cscscces 
L. W. Ramsey Company 
Gerber & Crossley, Inc. ......... 
Sidener, Van Riper & Keeling, Inc 
Neisser-Meyerhoff, Inc 
P< cdcaukbad mune ween 
Williams & Saylor, Inc 
Humbert & Jones 
Seeman ©& Peters, 
William G. Seidenbaum Advertising 

EE a ee Fe 
K. E. Shepard Advertising....... 
Advertising Producers Associated. . 
Terrill Belknap Marsh & Associates 
Arthur R. Mogge, Inc........... 
Paul Teas, Inc 
Ee in cnte Kah dhowknes's 
Oakleigh R. French, Inc.......... 
Carr Liggett, Advertising 
Odea, Sheldon & Canaday, Inc.... 
Alfred Bott Company........... 
The Caldwell-Baker Company .... 
The Callaway Associates, Inc...... 
Albert Frank-Guenther Law, Inc... 
Ray K. Glenn, Advertising....... 
Henry T. Bourne Agency........ 
George H. Hartman Company.... 
Harold Halsell Company 
The Morgan Advertising Company 
Gussow-Kahn & Company, Inc.... 
Lacies 5. Wiehtmem...ccccccsce 
Carter, Jones & Taylor.......... 
Foltz-Wessinger, Inc 
Staake & Schoonmaker Company. . 
Bryan & Bryan 
Tracy-Locke-Dawson, Inc. 
The Chester C. Moreland Company 
Samuel G. Krivit Company, Inc... 
Homer McKee, Inc. 
Morrison Advertising Agency, Inc. 
Cowan & Dengler, Inc........... 
The John H. Dunham Company.. 
Al Paul Lefton Company, Inc.... 
Douglass Allen & Leland Davis, Inc 
Alden M. Hammond............ 
Horace A. Laney Advertising Ag'cy 
Platt-Forbes, Inc 
Prins & Keifer 
Burford Advertising, 
Chappelow Advertising Company. . 
Fishler, Zealand & Company, Inc.. 
Picard Advertising, Inc 
Alexander Ross Agency 
Bisberne Advertising Company, Inc. 
Botsford-Constantine & Gardner.. 
Commercial Advertising Agcy., Inc. 
Lawrence C. Gumbinner Advertis- 

ing Agency 
Brandt Advertising Company..... 


Pages Used 
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97 
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133 
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1936 


Rank 
1937 
222 284 
222 265 
225 152 
225 205 
227 297 
227 171 
Zar ORT 
230 331 
230 196 
oe 
230 219 
234 213 
234 258 
236 209 
236 183 
238 251 
239 237 
239 131 
239 179 
239 246 
243 463 
243 98 
aa 
245 288 
245 — 
248 494 
248 282 
250 126 
250 122 
250 297 
250 242 
254 333 
254 304 
256 251 
256 313 
256 278 
256 432 
260 258 
260 494 
260 183 
263 265 
264 191 
264 349 
264 494 
/ 
268 237 
268 494 
, ae 
268 422 
268 340 
273 274 
273 «231 
273 219 
276 456 
276 271 
ee 
276 297 
ae! 
280 603 
280 88 
283 219 
283 320 
283 127 
283 326 
283 226 
288 226 
288 242 
288 340 
288 349 
288 258 
288 226 
288 143 
295 357 
295 357 





Cecil, Warwick & Legler, Inc..... 
Lanpher & Schonfarber, Inc...... 
Walter E. Battenfield Company... 
Sterling Beeson, Inc 
ey Se Me ick Ria ie ww eco aoe 
The Krichbaum Company....... 
John O. Powers Company....... 
R. Marshall, Advertising 
McDaniel, Fisher & Spelman, Inc. 
Owen Middleton 
R. E. Tweed Company.......... 
Anderson Advertisers ........... 
The G. Lynn Sumner Co., Inc.... 
Mitchell Advertising Agency, Inc.. 
Oe Re Se eee 
The Wm. Cohen Company...... 
The Arrick COmM@any: ....0sccses 
MacDonald-Cook Company 
Watson & Company 
Woolley & Hunter, Inc 
Baldwin & Strachan 
The Caples Company........... 
Bert S. Gittins, Advertising 
William H. Hodgins Advertising 
Agency 
The Secks Company... .oecscsece 
Arbee Agency, Inc 
Eldridge-Northrop, 
Badger and Browning, Inc 
Houston Advertising-Service Co... 
The Keelor & Stites Company.... 
Potts-Turnbull Advertising Co.... 
Cockfield, Brown & Co., Ltd..... 
Venable-Brown Company 
Lambert & Feasley, Inc.......... 
Wee C. PER vaccccincccccis 
The Ridgway Company......... 
The Simpers Company, Inc....... 
Johnson, Read & Company, Inc... 
P. F. O'Keefe Advertising Agency 
Simons-Michelson Company 
Swafford & Koehl, Inc. 
T. H. Ball 
Robert Porter King Agency 
W. L. Towne 
Western Advertising Company, Inc. 
Bonsib, Incorporated 
Emil Brisacher & Staff.......... 
Walter J. Gallagher Adv. Agency. . 
Robert St. Clair Company........ 
The House of J. Hayden Twiss... 
The Lee E. Donnelley Company. . 
Frank Presbrey Company, Inc..... 
Watts-Payne Advertising, Inc. 
Fairall & Company 
Peck Advertising Agency, Inc..... 
Howard Swink Advertising Agency 
The Wesley Associates.......... 
Knox, Reeves Advertising, Inc..... 
MacGurney Advertising, Inc. 
The Jay H. Maish Company 
Edward Cave Company.......... 
Harvey-Massengale Company, Inc.. 
Jaap-Orr Company 
Farron Stevens Advertising Agency 
Stewart, Hanford & Frohman, Inc.. 
i, Sin. NN, BE. ce cericescbeces 
Mace Advertising Agency 
M. Glen Miller 
J. P. Muller & Company......... 
Richardson-Oswald, Inc. ......... 
Charles Schweim Company 
Sweeney & James Company 
Baker & Baker Associates, Inc..... 
Henry A. Louden, Advertising... . 
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1936 
46 
52 
99 
69 
43 
85 
81 
37 
74 
63 
65 
53 
68 
79 
55 
58 

112 
80 
56 
21 


150 





INDUSTRIAL MARKETING, September, 1938 








































































[CONTINUED FROM Pace 31] 

SPACE PLACED WITH A.B.P. PAPERS BY ADVERTISING AGENCIES IN 1937 

Rank Pages Used | Rank Pages Used 
1937 1936 1937 1936 1937 1936 1937 1936 
295... Sterling Advertising Agency, Inc.. 57 - 373 333 Clifford F. Broeder Agency....... 39 36 
298 389 Roeding & Arnold, Inc.......... 56 28 373. ... The H. L. Moore Company...... 39 a 
298 ... A. J. Slomanson Associates, Inc... 56 - 373 659 Edward L. Sedgwick Company. acai 39 10 
300 246 Foster & Davies, Inc............. 55 7S 5 Bee Deas. See le ve ncsk ss onsen 39 no 
301 399 Bennett Advertising ............ 54 27 378 357 David, Incorporated ............ 38 32 
301 463 Meermans, Incorporated ......... 54 21 378 368 The Joseph Katz Company....... 38 31 
301 456 Arthur Rosenberg Company, Inc.. 54 22 380 ... Byer & Bowman Advertising Agency 37 ae 
301 447 Will, Incorporated ............. 54 23 380 422 John B. Fairbairn Advertising Ag'cy 37 25 
305 204 Beaumont & Hohman .......... 53 70 380 22 Howard H. Monk, Advertising. ... 37 17 
SG) SED Feet BVOMS, ERG ci ccicccccacs 53 28 Bee GSS Hes Bee EE ced abadcacwscoves 37 12 
305 209 Ford, Browne & Mathews........ 53 68 380 ... Otis Carl Williams, Inc.......... 37 a 
305 185 The Maggart Advertising Agency. . 53 78 385 535 Charles J. Cutajar, Advertising.... 36 16 
309 $22 Cross & LaBeaume, Inc.......... 52 17 385 307 Gale @& Pietecm, EC... cccscccces: 36 41 
309 237 Houck & Company, Advertising. . 52 58 ee eS eT eee ree 36 47 
309 313 The Key Advertising Company... 52 40 | 385 357 M.A. Heikkila & Associates...... 36 32 
309 482 Lucerna Company, Inc.......... 52 20 | 385 389 The Hubbell Advertising Agency. . 36 28 
313 368 The Emery Advertising Co., Inc.. 51 31 | 385 ... C. Tyler Kelsey & Company, Inc.. 36 _ 
313 399 Kimball, Hubbard & Powel, Inc... 51 27 SEs ee) e P ee ne chow advan es caees 36 14 
313 «191 McClure © Wilder .....cccccces 51 76 385 235 The Moss-Chase Company........ 36 59 
313 268 Rose Mattin, Inc. ..ccccccccccce 51 51 385 463 Ed Wolff & Associates.......... 36 21 
313 340 Hugo Wagenseil Advertising Agcy 51 35 | 394 494 Ambro Advertising Agency, Inc... 35 19 
318 320 Harwood Advertising Agency .... 50 39 | 394 432 Harry Clatefelter Advertising. .... 35 24 
318 288 Midland Advertising Agency ..... 50 45 394 284 William Esty & Company, Inc.... 35 46 
318 399 Frank D. Webb Advertising Co... 50 27 | 394 389 Hart Lehman, Advertising........ 35 28 
318 349 Wheeler, Kight & Gainey, Inc..... 50 33 | 398 ... Brooke, Smith, French & Dorrance 34 = 
322 27 Benson-McPherson & Dupin, Inc. . 49 49 | 398 346 The Church-Green Company..... 34 34 
322 494 The Harry P. Bridge Company... 49 19 | 398 357 John Thomas Miller....... OS 34 32 
322 375 The Carpenter Advertising Co.... 49 30 | 398 202 Pedlar & Ryan, Inc............. 34 71 
322 ... Davies, McKinney & Jones....... 49 ma 398 ... A.M. Sneider & Company....... 34 si 
322 231 Fletcher & Bilis, Inc....cccccccce 49 55 398 268 The Stewart-Jordan Company, Inc. 34 51 
322 284 Mborris-Schenker-Roth, Inc. ....... 49 46 398 ... R. H. Young & Associates....... 34 és 
322 284 Claude Schaffner Advertising Agency 49 46 405 581 Alfred Colle Company........... 33 13 
322 288 Zimmer-Keller, Inc. ...........-. 49 45 405 494 Day von Ladeau.... Se 33 19 
330 333 Greve Advertising Agency, Inc.... 48 36 405 191 M. M. Dozier Advertising Agency. 33 76 
330 258 Hutchinson Advertising Company.. 48 53 405 399 F. A. Ensign Advertising Agency. . 33 27 
330 258 The McCord Company, Inc...... 48 53 405 22 Ellis T. Gash Company, Inc...... 33 17 
330 288 Raymond Powell Company....... 48 45 405 278 Gerth-Knollin Advertising Agency. 33 48 
330 ... Stentor Advertising ............. 48 a 405 ... National Advertisers, Inc. ........ 33 a 
335 234 E.P. Archibald Advertising Counsel 47 60 405 399 Reiss Advertising Agency........ 33 27 
335 320 Guy C. Core Company........... 47 39 405 313 Remsen Advertising Agency...... 33 40 
335 326 LaPorte & Austin, Inc........... 47 38 405 494 Small & Seiffer, Inc............. 33 19 
338 413 Gotham Advertising Company.... 46 26 405 522 United Advertising Agency, Inc... 33 17 
a ee eae eee ee 46 38 405 §81 The Zealand Co. for Advertising. . 33 13 
338 293 H. B. LeQuatte, Inc............. 46 44 417 368 Atlantic Advertising Agency...... 32 31 
338 ... James Ryan McCue Adv. Agency.. 46 -- | 417 ... Bozell & Jacobs, Inc............. 32 , 
338 320 R. J. Potts & Company.......... 46 39 | 417 297 Glen Buck Company. ..cccccsees 32 3 
338 4326 W. F. Schaphorst.............. 46 38 417 544 D. T. Campbell, Inc............ 32 15 
338 235 Walter Taegen, Advertising ...... 46 59 417 463 Ellsworth Advertising Agency..... 32 21 
345 293 Julian J. Behr Company.......... 45 44 417 482 Rena Marie Farrell.............. 32 20 
345. 349 Campbell-Mithun, Inc. ........... 45 33 417 399 L. Charles Lussier, Inc........... 32 27 
345 288 Tuthill Advertising Agency, Inc... 45 45 | 417 333 Harry M. Miller, Inc............ 32 36 
348 346 Robert H. Brooks Company...... 44 34 | 417 399 Richard Thorndike ............. 32 27 
348 357 Gottschaldt-Humphry, Inc. ....... 44 32 | 417 274 David A. Tynion, Advertising..... 32 49 
348 422 The Albert Kircher Company..... 44 25 417 304 C. C. Winningham, Inc.......... 32 42 
348 313 Stanley Pflaum Associates........ 44 40 | 428 $22 Harry Atkinson, Inc...........-. 31 17 
348 383 The Stuart Company............ 44 29 428 632 Crippen-Crosby, Inc. .........--- 31 11 
353 432 Everett L. Bowers, Inc........... 43 24 428 482 Samuel C. Croot Company, Inc... 31 20 
353 313 Frederick U. Dodge Company, Inc 43 40 | 428 389 Charles E. Cunningham.......... 31 28 
OTS ccc DE © GREE, BEiws cecccccs 43 = a ee Ee Oe 31 21 
353. ... Livermore & Knight Agency, Inc.. 43 “F 428 ... Wm. D. O'Donoghue Adv. Agency 31 os 
353 447 The Purse Company........... 43 23 428 ... Oswald Advertising Agency, Inc... 31 
S78 SID RO Fes, ERE. oe ieee ows snes 42 40 | 428 ... Carl Reimers Company, Inc...... 31 
358 383 A.M. Stockman Advertising Agency 42 29 | 428 +... Richland Advertising Agency..... 31 “a 
358 ... Alfred F. Tokar Advertising Agency 42 a 437 268 Russell C. Comer Advertising Co.. 20 51 
361 213 Bermingham, Castleman & Pierce.. 41 65 | 437 399 Ralph Dalton & Associates....... 30 27 
361 333 Brown & Tarcher, Inc........... 41 36 | 437 399 The Phil Gordon Agency........ 30 27 
361 271 Stanley J. Ehlinger Advertising,Inc. 41 50 437 581 Hirshon-Garfield, Inc. .......... 30 13 
361 511 Grant & Wadsworth & Casmir, Inc 41 18 437... The Izzard Company............ 30 — 
361 313 O. E. Hopfer, Advertising ....... 41 40 | 437 4561 <A. W. Lewin Company, Inc...... 30 14 
361 ... Edward W. Robotham & Company 41 -» | 437 383 Frank F. MacMichael............ 30 29 
361 ... Winternitz and Cairns, Advertising 41 -. | 437 357 James C. McAward & Associates. . 30 32 
368 432 Burnet-Kuhn Advertising Company 40 24 437 463 George Moll Advertising......... 30 21 
368 357 Lawrence Fortig & Company, Inc.. 40 32 437 ... Newhoff, Kaufman Adv. Agency.. 30 . 
368 219 H. W. Kastor & Sons Co., Inc.... 40 63 | 437 463 Scott-Telander, Inc. ............. 30 21 
368 447 The Mayers Company........... 40 23 | 437 496 Von Arz AGeNCH. ...ccccccccces 30 22 
368 ... Whitney-Graham Company, Inc... 40 -- | 437 ... Vox Company of Advertising, Inc. 30 
373 399 The Ashton-Smith Company...... 39 27 | 437 ... Milton Weinberg Advertising Co. . 30 
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[CONTINUED FROM PaGE 19] 


Catalogs 


the use of an extra fold on a right- 
hand page which opens out to make 
an extra spread on which the machine 
is displayed in large size. In another 
catalog an impressive way of referring 
to special features is by designating 
them “Profit Markers” and enumerat- 
ing them. Mr. Reesey is building 
character and zip into industrial cata- 
logs, as you may see. 

And from the Fred Glen Small sales 
promotion organization in New York 
comes a new catalog for General 
Ceramics Company that has features 
of convenience to the reader which 
Keith Lydiard of the 
agency says it is one of the first cata- 
logs in the plumbing fixture field to 


are noteworthy. 


include dimensional drawings and 
tables of the principal dimensions so 
as to present complete information on 
each fixture within one catalog. This 
information in each case appears on 
the same page alongside the illustra- 
uuon. 

The catalog is printed in blue and 
black throughout with exception of a 
few pages in the forepart which carry 
four colors in order to reproduce iden- 
tifying labels which are affixed to 
products. The cover is heavy blue 
board embossed in red and off-white; 
sections of the book are divided with 
gray index boards printed in red. In 
designing the catalog to effect econ- 
omy in printing, both copy and lay- 
out were so planned that it was possi- 
ble to produce more than 7,000 copies 
bound with saddle stitch in a less ex- 


LOADING 

















Combination of drawings and photographs visualize operation of equipment 
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...to complete information 
on valves, fittings, 
pipe and tools 
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Simplicity and completeness are the keynotes of the new 600-page 
Walworth Catalog. You have the “last word” on these modern prod- 
ucts at your finger-tips . . . the answer to practically any question con- 
cerning metals, pressures, dimensions . . . plus practical engineering 
data that simplifies valve and pipe selection and makes layouts 
easier. You should have a copy of this new Walworth Catalog 89 in 
your file. The coupon is for your convenience. 





WALWORTH COMPANY, 

60 East 42nd Street, New York, N. Y 

| Gentlemen: 

Please send me my copy of the new WALWORTH 
Catalog 69. . 

Name Position 

Compony 

Address 


City State 


WALWORTH 








Page ad promoting the new Walworth catalog also features the section index 


leaf with mechanical binder which 
provides for removal or addition of 
sheets.—And a splendid feature here is 
a sheet carrying six line drawings 
which show and tell just how to do it. 


distribution to 
small-volume Another 
5,000 copies were bound indexed, as 
mentioned before, and bound loose- 


pensive cover for 





customers. 








Attempting to catalog a product 
that is not standardized as a whole, 
but is more or less built up for every 
job from many parts to meet special 
conditions and specifications is a te- 
dious and perplexing job if it is to 
be done thoroughly so that it can 
function as a catalog under these va- 
rious situations. A good job under 
these conditions was done recently 
for the Harnischfeger Corporation, 
Milwaukee, by Advertising Manager 
Eward T. Slackford, and The Buchen 
Company, Chicago agency, for its line 
of P&H overhead traveling cranes. 

This 100-page catalog is done in 
brown and black throughout with 
laminated cellulose cover and tinted 
plastic binding. The last page in 
the book is a perforated bond “In- 


quiry Form” for use in requesting 
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A Slide Rule for Salesmen 


© A SLIDE RULE, designed to sim- 
plify the calculation of profit possi- 
bilities in equipment purchases, has 
just been by a sales engineer 
of The Warner & Swasey Company, 
Cleveland manufacturer of turret 
lathes. 

Whether an investment in new 
equipment is justified—either for the 
shop or for the “front office”—gen- 
erally depends on such factors as (1) 
its cost, (2) the increased production 


details and prices for the service 
needed. 

In preparing this catalog, the first 
desire was to simplify the presenta- 
tion of the mass of material as much 
as possible. To do this the line of 
cranes was subdivided into the vari- 
ous types for different classes of serv- 
ice. Each section was separated by 
division page in color which illustrates 
a typical application of the service 
for which that type of crane is in- 
tended. Then follows a section giv- 
ing a detailed story of electrical 
equipment for cranes and a section 
on hoist type cranes. As far as pos- 
sible, drawings and blue prints have 
been supplanted by photographs; and 
following detailed explanations, each 
section is ended with as many instal- 
lation photographs as could be includ- 
ed. This is the type of catalog that 
one would hesitate to discard. 

A catalog in the sense they used 
to be referred to is the new Walworth 
Company Catalog 89, with nearly 600 
pages, approximately 8'2x11_ inches, 
weighing slightly more than four 
pounds each. In addition to carry- 
ing information regarding the more 
than 42,000 items Walworth manu- 
factures, the book has approximately 
100 pages of engineering data of the 
‘Ys that is constantly being referred 

» by valve and fittings users, much 
of it exclusive in character. 

The accompanying reproduction of 
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possible with it, (3) the number of 


hours use per year, (4) the machine 


cost per hour, and (5) its useful 
length of life. 

Equipped with five scales, three of 
them movable, the new slide rule per- 
mits a rapid calculation of any one of 
the foregoing factors when the others 
are known or can be approximated, 
and thus affords a speedy answer to 
the question of profit possibilities with 
investment in equipment. 


a page ad promoting the new cata- 
log illustrates the section index in 
the middle of the volume which is 
accentuated by a thumb index. The 
sections are designated by black spots 
on their opening pages which become 
visible when the book is opened. Near- 
ly 90 per cent of the catalogs will 
be delivered personally by the com- 
pany’s salesmen and those of its job- 
bers, which not only serves as a door- 
opener, but also assures the book 
reaching the right buying factors, 
according to Gilbert R. Thomson, of 
the Walworth advertising department. 

An impressive method of visualiz- 
ing the operation of a piece of equip- 
ment in action is shown in the ac- 
companying spread from a catalog- 
booklet of R. G. LeTourneau, Inc., 
Peoria, Ill., featuring one of its car- 
ryall scrapers. Down the left side is 
a reverse plate showing the detail 
operation from loading to spreading 
in six drawings. Copy to the right 
explains the operations and further 
to the right are photographic repro- 
ductions of the machine under actual 
That’s the new- 
est technique observed in construc- 


working conditions. 


ton equipment advertising literature 
for a long time. George R. Huffman 
is advertising manager here. 

And that’s just a few of the many 
noteworthy industrial catalogs which 
are marking vast improvement in 
this phase of industrial advertising. 


Looking Ahead 
By FRANCIS O. WYSE 


President 


NATIONAL INDUSTRIAL 
ADVERTISERS ASSOCIATION 


@ NEVER before have the advertising 
man’s abilities to help increase the move- 
ment of goods—the movement of money 
and the movement of credit—been more 
important than they are today. Neither 
manufacturer nor advertising man can af- 
ford to leave any stones unturned to dis- 
cover new ways of using the merchandis- 
ing methods at their disposal. Now, 
never before, must new methods be tried, 
old methods varied and contemporary 
practice carefully examined for new ways 
of doing a job chat never grows old. 

During the last several years there has 
arisen a basic problem in industry, in 
which the advertising man’s ability as an 
interpreter and a merchandiser should 
play an important part. Distrust between 
groups of persons is not a normally re- 
curring phenomenon of the business cycle, 
but it has been a serious factor in creating 
the present economic conditions. Society 
and business, those two ageless Siamese 
twins, have permitted their form to be- 
come more and more complex without 
progressively educating the public to an 
understanding of the changing conditions. 
Ignorance has begotten distrust and busi- 
ness now finds itself facing a serious basic 
problem as a result of the activities of 
those who can benefit by distrust of it. 

Education can dispel a great deal of 
this mistrust which is so instrumental in 
holding up business activity. The adver- 
tising man is qualified to interpret and 
present the story of industry to its em- 
ployes and the public. In many ways it 
is a sales promoting job. It is a job to be 
done at home by the small organization 
as well as by the large, and the job done 
at home is invariably more effective than 
the local effect of an attempted national 
job. 

I do not suggest that a public relations 
job be at the expense of advertising’s efh- 
ciency, but that it be done in addition to 
other sales producing efforts. The adver- 
tising man of today must “keep his eye 
on the ball” and, as always, design every 
word, every effort to sell his product; but 
let him not overlook the opportunity to 
help in interpreting the objectives and the 
operations of his company to its employes. 


[CONTINUED FROM Pace 18] 


N.LA.A. 


Conference 


H. E. Van Petten, B. F. Goodrich 
Company, Akron; and G. H. Corey, 
Cleveland Twist Drill Company. 
Publicity has been handled by E. L. 
Oldham, Cleveland Rock Drill Com- 
pany, and Harry Melville, Simmons- 
Boardman Publishing Corporation, is 
transportation committee chairman. 
A comprehensive report of the 
three-day conference will be published 
in these pages next month, together 
with a pictorial record of the event. 
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The November. 1938. Issue of Marine Engineering and Ship- 
ping Review will be the “Distinctive Ship Number,” a feature issue devoted to the 
outstanding ship types of the past year . . . trends in naval architecture ard marine 
engineering . . . and important developments in materials, machinery and other 


marine equipment. 


This year, when shipbuilding has reached a peak not approached since the war 
period . .. and when merchant ship construction alone exceeds 500,000 gross tons 
... the “Distinctive Ship Number” will fill an important need in the marine indus- 
try. A recognized and well-known service to the marine industry for twelve years, 
shipbuilding expansion makes this feature number especially valuable this 
year. By furnishing a summary of information on new developments and distinc- 
tive trends in ship construction, the November issue will have a widespread refer- 
ence value to marine men and will provide an outstanding advertising medium for 


reaching ship operators, ship designers and shipbuilders throughout the industry. 


Every manufacturer who has a stake in the present active marine market and who 
is interested in securing a substantial share of business in the large-scale ship- 
building era ahead, should make the November issue an important part of a two- 


fisted, hard-hitting marine sales and advertising campaign. 


The portfolio described in the panel at the right gives more detailed information 
regarding the spectacular expansion of shipbuilding and the plans for the “Dis- 


ltinctive Ship Number.” Write for your free copy of this portfolio today. 


Simmons-Boardman Publishing Corp. 
30 Church Street, New York, N. Y. 


105 W. Adams St., Chicago 
Los Angeles 


Washington, D. C. 
Seattle 


Terminal Tower, Cleveland 
San Francisco 


h 









Write For This 
Portfolio 


The portfolio illustrated below en- 
titled “Distinctive Ship Number” 
contains facts and figures regarding 
the volume of shipbuilding now in 
the yards . . . a tabulation of con- 
struction by types and tonnages.. . 
an outline of construction planned 
or contemplated ... and a summary 
of the outstanding features of the 
large-scale shipbuilding program now 
getting under way. 

This portfolio also outlines the edi- 
torial program of the “Distinctive 
Ship Number,” including the vessels 
and their sister ships to be featured 
in the November issue. It tells also 
of the feature articles planned for 
this issue, distribution, and the im- 
portance of this issue to the industry 
and to the marine equipment and 
supply field. 

Write for a copy on your business 
letterhead today, addressing your re- 
quest to Marine Engineering and 
Shipping Review, 30 Church Street, 
New York, N. Y. 
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Marine Engineering and Shipping Review 


Member 
A.B.P. 




















NICE WOLF 


IS AT THE DOOR AGAIN ~~ 
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ETERNAL 
VIGILANCE IS 


the price of safety—in the process industries 
as in every other phase of living. And ruth- 
less destruction is the price we pay for prog- 
ress. Obsolescence sits at the front door of 
every process industry plant, waiting for the 
first opportunity to gobble up the assets. 
One brief space of inattention—of satisfac- 
tion with things as they are—and the wolf 
has another plant because some wide-awake 
competitor took the business. 


Nice Wolf! He makes markets for you. 
Regardless of the state of Business in Gen- 
eral, or business in particular, the process 
industries are forced to go ahead. They 
must—for obsolescence of equipment, of 
plant, of process, of materials and markets 
and knowledge is forced by the pace of com- 
petition. The brood of the Wolf is hot upon 
the trail, and there is no turning back. 


Yet the process industries have not suf- 
fered from this harsh treatment. If any- 
thing, they have prospered. Plants and 
processes are scrapped as needed, to be re- 
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placed with new and modern models, safely 
ahead of competition. And this is being done 
right now. Right now plans are being drawn, 
and projects are in work. The Wolf is build- 
ing markets for you. 


In this progress, INDUSTRIAL AND 
ENGINEERING CHEMISTRY plays a 
leading part. Our eighteen thousand sub- 
scribers read every issue from cover to 
cover, and then smash the status quo to 
smithereens. For I & E C, alone of all proc- 
ess industry publications, gives the facts and 
all the facts—carries almost exclusive 
franchise to new developments before they 
are news. 


The language of the process industries is 
thus one of change and development, and 
I & EC speaks this language. I & E C is the 
medium of fact and progress—of discontent 
and obsolescence. It changes the face of in- 
dustry almost overnight. And it will sell 
your products for these changes, if you will 
let it ! Your best way to keep ahead of the 
Wolf is a continuing contract in I & E C. 


Remember that buying begins in Septem- 
ber, and that right now—in September, 
October, November and December—next 
year’s buying will be planned as next year’s 
operations are mapped. Now is the time to 
advertise. 


———— CHEMISTRY 


NEW YORK, WN. Y. 
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ROBLEMS 
IN INDUSTRIAL MARKETING 


By KEITH J. EVANS 


Readers are invited to present their advertising and sales management 
problems which will be answered in this department, or direct, if requested 





One Big Presentation— 
Or Many Smaller Ones 


Our management is interested in 
promoting a new department, as out- 
lined in the attached sheet. As you 
will note, it lends itself beautifully 
lo pictorial display. The president 
would like a splendid booklet pre- 
pared but if this is done, | am afraid 
there will be no money left for any 
other effort. 

Will you please give me a general 
idea as to the principles involved— 
will it be safe to take a chance on 
the big display if they are counting 
on us for results? 

ADVERTISING MANAGER. 


Your problem is common to many 
advertising managers. General man- 


agement wants something big and 
important looking to please their own 
vanity while they are inclined to for- 
constant and 


get the necessity of 


regular advertising contact. As pic- 
tures are involved, perhaps you can 
work out something to give the dis- 
play on a fairly economical basis such 
as planograph or offset which would 
not require making expensive plates— 
or you might prepare a large size 
folder with not too many pages, using 
the letterpress process, and still save 
money for what might be termed 
minimum cost mailings on the basis 
of once a month or bi-monthly. 

In this way you would have at 
reminder each 


This, 


background of 


least a direct mail 
month throughout the year. 
plus your regular 
buisness paper advertising and per- 
sonal selling should do a fair job for 
you in promoting your new depart- 


ment, 


Dealer Distribution 


Of Literature 

In checking the cost of our total 
distribution of bulletins, we find that 
about one-third of the total is sent 
to our dealers for their distribution. 
This is our regular bulletin material— 
we do not refer to small. mailing 
pieces and stuffers. 

In too many cases we have found 


38 


evidence of waste and carelessness in 
the use of this literature—or rather 
waste in the non-use of this material. 
We believe this is largely due to the 
fact that the material is not costing 
the dealer a cent. We know that 
many of the large merchandising or- 
ganizations—for example in the air 
conditioning and automotive fields— 
charge their dealers for every item of 
printed matter. Even though these 
charges may be nominal—less than 
actual cost—they succeed in cutting 
down waste as the dealer is putting up 
some of his own money. 

I wonder if you have ever had this 
problem brought to your attention 
before and if you have any informa- 
tion on this subject with regard to 
the industrial field. 

MANAGER, PuBLicity DIvIsION. 


We realize that there is quite a 
waste in sending bulletin material to 
dealers, but believe it can be overcome 
to a very large extent by the follow- 
ing practice. 

Use your name strongly in connec- 
tion with your product. Use the 
dealer’s name and address entirely in 
connection with the key to distribu- 
tion. If you are sincerely interested 
in distributing through him, you 
should carry out this idea completely 
—making certain that YOUR prod- 
uct is featured but that the dealer is 
featured solely in with 
It might be entirely sat- 


connection 
distribution. 
isfactory to continue to pay for the 
bulletins and also a fraction of the 
cost of distributing the bulletins, if 
it is done in the right way. 

We know manufacturers 
who pay all literature expense and 
gladly take part in dealer and jobber 
campaigns providing they are well 
For instance, if the bulletin 


some 


planned. 
is really worth while, they will plan 
a letter on the dealer’s letter head 
asking the dealer’s prospective cus- 
tomers if they would like to have the 
bulletin. A fair number of inquiries 
from this first introductory 
Then a second follow-up let- 


result 
letter. 
ter may be sent or if this is not 
deemed wise, a second letter may in- 


dicate that the dealer is so sure the 
prospective customer will be inter- 
ested, that he is sending the bulletin 
anyway. Then a third follow-up is 
often used, inquiring if the bulletin 
was received—giving a little more 
information—and asking for an op- 
portunity to quote. 

The matter of cost may well be 
divided as follows: 

The dealer’s letter heads, envelopes 
and mailing list are used, because this 
is what he should naturally furnish 
without any great out-of-pocket ex- 
pense. The manufacturer furnishes 
the literature, cost of preparing the 
letters and postage. The question of 
postage is often debatable—either 
the manufacturer paying all or per- 
haps half, in order to get the dealer 
to go to work on his product. 

You may think this is giving the 
dealer too big an advantage. How- 
ever, when you consider that the 
manufacturer is getting full adver- 
tising value for his money spent and 
in addition, is getting a dealer organi- 
zation to put some personal time and 
effort on his product, you will find 
that the manufacturer gets more for 
his money spent in this way, than in 
any other way. 

If you believe this is too generous 
a plan, we would be very pleased to 
discuss it further with you. 


Letters Tiresome? 

You have been quite an advocate of 
letters but management seems to 
think we have overdone the letter 
part of our program. Perhaps it is 
because our letters have not been in- 
teresting. However, I am having a 
problem in continuing to sell letters 
to our sales organization. 

Have you any suggestion that may 
prove helpful? I am attaching a few 
typical letters that may help you 
diagnose our case. 

ADVERTISING MANAGER. 


It is difficult to advise you regard- 
ing letters as we are not closely fa- 
miliar with your problem. However, 
the following suggestions may be of 
interest. 

1. Your letters are a little long 
and your use of pica type makes the 
letter seem crowded and heavy. 

2. You are inclined to include de- 
scription of your products rather than 
leave this for a technical bulletin, 
which might be attached. In indus- 
trial advertising we find that it is 
much better to write a short letter 

(Continued on Page 71) 
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Painting at some one, a friend of the essay- 
ist Charles Lamb said to him, “Don’t you 
hate that man?” 

“How can I hate him?” asked Lamb. 
“Don't I know him? I never could hate 
any one I knew.” 





That we all may become 
Better Acquainted 


INDUSTRY...WORKER...CUSTOMER... COMMUNITY 


McGraw-Hill Publications initiate, as a service to our million 


readers 


AST YEAR nearly two million work- 
gin lost more than twenty-eight 
million man-days of employment be- 
cause of strikes. 

The income lost to wage-earners as 
a result of these strikes is incalculable. 
Nor has any one been able to estimate 
accurately the cost to the public of 
lowered industrial efficiencies. 

Whatever the total, the cost of mis- 
understandings between employers and 
empleyees is so huge that it is time for 
action, 


It will pay industry to do 
something! 

All of us in industry can go far 

toward eliminating this waste, the ef- 


40 


and the 21 


informative, usable, editorial program on 





million 


fects of which are felt by worker, by 
community, by management, and by 
the public at large. 

Already, commendable programs to 
promote better understanding have 
been started by various organized 
groups. But public opinion is only the 
composite of the opinions of millions 
of individuals. The opinion of any 
one individual springs largely from 
his own experience. The individual 
employer alone is in position to alter 
the experience of the worker. There- 
fore, basically, friendly public opinion 
is a matter of individual employers and 
workers becoming better acquainted. 
In industry, most of the worker’s 


men who work with them, an 


public relations. 


contact is with the supervisors of la- 
bor. Upon these supervisors,—whether 
they be foremen, plant superintend- 
ents, general managers, or plant own- 
ers more than any one else,—depends 
the mutual understanding between 
business, employee and community. 


How cooperation can be assured 


Because successful cooperation be- 
tween management and workers 
hinges largely upon the success of the 
supervisory personnel, one great need 
today, McGraw-Hill Publications be- 
lieve, is to furnish these supervisors of 
labor with information and meth- 
ods by which cooperation’ can be 
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assured. In such a program, general- 
ities have no place. The worker is 
interested in his own job, his own 
company, his own industry. It is basic 
that the information given the super- 
visor be pertinent to that supervisor’s 


industry. 


A program for every industry 
served by McGraw-Hill 

This is the challenge to industry 
today, as we at McGraw-Hill see it. 
And we who are connected with the 
25 McGraw-Hill Publications feel 
that we are in an unusual position to 
help industry meet this challenge. 

Beginning with October issues, 
therefore, and continuing from that 
time, each McGraw-Hill publication 
will provide its readers with an in- 
formative, usable editorial program of 
information and methods by which 
better understanding between employ- 
ers and employees may be promoted. 

Also, because customers and pros- 
pects constitute a second important 
that should know industry 
better, this program will suggest ways 
tor promoting friendship there. 


group 
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And because the community is like- 
wise a factor in this situation which 
confronts us, recommendations for 
bettering community rejations will be 


included. 


Already, executives are planning 
to put this program to work 


In formulating this service to our 
readers, McGraw-Hill Publications 
are enlisting the aid of key executives 
from Labor leaders 
and government officials have been 


coast to coast. 


consulted. 

Everywhere there has been enthusi- 
astic approval of the program. Many 
executives are already planning to use 
this editorial material in developing 
better methods of employer-employee 
cooperation, 

As this movement gets under way, 
it seems certain that 
throughout industry will follow it 
closely. We invite you to do so . 
for your own information, for the 
good that such a program may bring 
to your particular industry, and for 
the benefits it may offer to industry 
as a whole. 


executives 

















in technol- 


**W>) ROFICIENCY 
yee and merchandising 
is no longer adequate 
either for a corporation or 


an individual. 


The 


com- 


panies and the individuals 
who are achieving the 
greatest success today are 


those who are 


also tal- 


ented in the handling of 
human relations with em- 


ployees, 


customers, and 


communities.” 


prs 


President, McGraw-Hill 
Publishing Company 











EDITORIAL ENTERPRISE 
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N.LA.A.'s Sixteenth 
Annual Conference 


@ ORGANIZED industrial advertising marks 
another milestone when the sixteenth annual 
conference of the National Industrial Advertis- 
ers Association convenes at Hotel Statler, 
Cleveland, Sept. 21-23. The results of this 
organization’s work are clearly evident to those 
who follow the advertising pages of business 
papers for information about new products and 
materials and to management who looks to this 
advertising to blaze the trail for its sales effort. 
Through better technique, the former receives 
more intelligible guidance to improved and 
economical methods; through education as to 
the true function of advertising, the latter has 
become vitally interested in its skillful appli- 
cation. 

The success which has marked the achieve- 
ments of N.I.A.A. may be traced to the unselfish 
and untiring efforts of its founders and leaders 
in their desire to improve methods and raise the 
efficiency of industrial advertising and market- 
ing to the heights reached in consumer goods 
marketing. In years gone by, industry strained 
itself to fulfill the wants resulting from an ever 
increasing natural demand for merchandise of 
every character. Gradually, industrialization 
has grown to the point where it has overtaken 
the natural demand volume and is faced with 
the problem of creating or increasing ‘the 
demand for more or new products. This de- 
velopment has made the selling job of equal 
importance to the production job in every 
industrial plant and with it management has 
been forced to look to economical and labor 
saving methods in this phase of its business 
as well as in the shop. It was at this point 
that the handful of men who _ understood 
the potent force of advertising and skilful 
marketing organized for mutual benefit and to 
gain a better appreciation for its power among 
top executives. 

The improvement in the physical aspect of 
industrial advertising has shown great advance- 
ment and yet it is interesting to note that many 
veterans in the field still place a great deal of 
confidence in adherence to sound fundamentals. 
This is evident in the constant attendance of 
these men year after year at the annual N.I.A.A. 
conference and their participation in the pro- 
gram and clinic meetings which are devoted to 
basic subjects. It is this practice that has been 
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instrumental in spreading the good work as it 
encourages the tyro to attend the conferences 
because they are devoted to subjects which are 
his every-day problems. This association of the 
experienced with the less skilled, and the free 
exchange of ideas which feature the meetings 
has had its broadening and noticeable effect. 

While the annual conference stands out 
prominently in the activities of N.I.A.A. due 
to its character, it is not, however, the most 
important part of its work, but rather a con- 
centrated expression of it. The achievements of 
greatest importance are made during the year by 
its various committees and research on the part 
of its local chapters. In this category have been 
the study on catalog practice, the annual survey 
of industrial advertising budgets, the recently 
created publisher’s statement forms, and the new 
check-chart for building effective advertise- 
ments. Each one of these activities, and many 
others which cannot be listed here, has been a 
major contribution toward bettering conditions 
in the country at large, for through better 
marketing as a result of study and research will 
come better business and better times. 

To the retiring officers and directors of 
N.I.A.A. should go the thanks of all industry 
for advancing through another year an impor- 
tant work well underway. And to the new 
officers and those who continue should go an 
expression of encouragement and cooperation 
to carry on. 


Advertising Results 
Can Be Measured 


@ ADVERTISING in business papers does 
produce results and these returns may be 
measured if there is a will to do so. Definite 
proof of this statement is published in these 
pages continuously and to the list of testimony 
this month is published the methods used by 
J. W. Christensen, advertising manager, Hamil- 
ton Mfg. Company, in checking results of his 
advertising on through the sales effort. 

It is true, of course, that in some cases it is 
most difficult to trace these results and in such 
instances the work entailed may not be worth 
while. But to those who are handicapped in this 
respect, there should be great significance in the 
findings of advertising men like Mr. Christensen, 
whose work should instill greater confidence in 
the business press to effectively reach and influ- 
ence buyers of business and industrial products. 
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4. A. SCRIBNER 
se men constitute the Jury of Awards in “Industrial Marketing's" annual competition for publishing achievement for business papers 





148 Business Publications Enter 


Achievement Comnetilion 


Judges start on task of selecting winners from 296 


entries made for awards under three classifications 


@ INDUSTRIAL MARKETING’S 
first annual competition for publish- 
ing achievement closed last month 
with a total of 296 entries made by 
148 business publications. 

The entries were divided among 
three classifications as follows: Nine- 
ty-six publications entered 122 ex- 
hibits in classification number one for 
the best series of articles, editorials 
or general editorial campaign around 
a definite objective. Seventy-six pub- 
lications participated under classifica- 
tion number two with 117 entries for 
the best single article or editorial per- 
tinent to the advancement and wel- 
fare of the field served by the publi- 
cation. Fifty-seven publications were 
entered under classification number 
three for the greatest improvement in 
typography and format and general 
appearance. 

The competition attracted inter- 
national attention and resulted in sev- 
eral entries from Canada in addition 
to those from all parts of the United 
States. A great diversity of indus- 
tries were represented as reflected by 
the editorial material entered. This 
included articles ranging from a plea 
for better profits for morticians to 
voluminous studies of industrial op- 
erations and industry _ problems. 
Changes in formats of publications 
entered: for the award under the third 


classification varied from new headline 
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type to complete restyling jobs. Pre- 
sentations of the entries took various 
forms, ranging from simple tear sheets 
to elaborate and artistic portfolios. 
The judging, however, will be done 
on the merit of the material alone. 

The tremendous task of analyzing 
the entries is now under way by the 
jury of awards comprised of Julius 
S. Holl, advertising manager, Link- 
William E. McFee, 
copy and plans, The 
American Rolling Mill Company, 
Middletown, O., past president of the 
National Industrial Advertisers Associ- 
ation; Walther Buchen, president, The 
Buchen Company, agency; Harvey A. 
Scribner, president, Russell T. Gray, 
Inc., agency; and William A. Kit- 
tredge, director of design and ty- 
pography, R. R. Donnelley & Sons 
Company, printers. 

Presentation of the awards will be 
made as a feature of the N.IA.A. 
Cleveland Conference program on 
Wednesday, Sept. 21. There will be 
one first award and two honorable 
mentions under each of the three 
classifications. The winning entries 
will be displayed in INpusTRIAL Mar- 
KETING’s exhibit at the N.I.A.A. 
Cleveland Conference, Sept. 21-23. 

Publications which entered the 
competition and the classifications in 
which they participated were as fol- 
lows: 


Belt Company; 
director of 


Aero Digest, 3 

Air Conditioning and Refrigeration News, 
Le ds 

American Automobile and El Automovil 
Americano, 1. 

American Aviation, 1. 

American Bicyclist, 2. 

American Builder, 1, 2 

American Fur Breeder, 1, 3. 

The American Horologist, 1. 

The American National Fur and Market 
Journal, 1. 

American Paper Merchant, 2, 3. 

American Restaurant, 3. 

The Apothecary, 1, 2, 3. 

Architectural Record, 1, 

Associated Food Dealer, 3. 

Automotive Daily News, 1, 2. 

Automotive Industries, 1, 2. 

Banker and Tradesman, 2. 

Blast Furnace and Steel Plant, 2. 

Brewers Journal, 1. 

Brewery Age, 3. 

Broadcasting, 1, 2. 

Building Supply News, 1. 

Canadian Mining Journal, 2. 

Carpet and Upholstery Trade Review, 3. 

Casket and Sunnyside, 1, 3. 

Chain Store Age, 1. 

Chemical and Metallurgical Engineering, 
R, do. 

Chevrolet Dealers News, 1, 3. 

The Clevelander, 3. 

Commercial America, 2 

Commercial Car Journal, 1, 3. 

Confectioners News, 3 

The Converter, 3. 

Cotton, 1. 

The Cotton Trade Journal, 1, 2, 3. 

Creative Footwear, 3. 

Credit Executive, 1, 2, 3. 

The Diapason, 1. 

Diesel Power and Diesel Transportation, 1. 

Drug Topics, 1, 2. 

Drug Trade News, 2, 3. 

Electric Light and Power, 1, 2, 3. 

Electrical Contracting, 1, 2, 3. 


(Continued on Page 70) 
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More Power to You 
There’s less of the 
pro” influence evident in the adver- 


“advertising 


tising of power equipment than in 
any other industrial field we’ve exam- 
ined. 

We mean by that—most of, it ap- 
pears to be the work of someone 
more concerned with what he’s say- 
ing than how he’s saying it. No 
messing around with form and flavor 
—the information is laid on the line, 
plain and simple. This is by no means 
a bad thing—it’s when a man be- 
gins to believe he has a knack for 
advertising expression that he really 
begins to go sour; thinking elephants 
for illustration are hot stuff and that 
words like quality and performance 
and dependability are full of magic. 

It can’t be helped that a certain 
percentage of industrial 
is in the hands of people who did 
not originally have any inclination 
toward the trade, but just happened 
to be looking in the right direction 
when the a. m. portfolio was handed 


out, 


advertising 


It’s also true that in many other 
cases the incumbent is a youngster 
who can supposedly learn the busi- 
ness as easily in the advertising de- 
partment as in any other, or is the 
president of the firm who thinks he 
remembers more English grammar 
than anybody else, or is advertising 
Wednesdays and 
something else the rest of the week. 

We'd say that would 
do well to recognize their limitations 
and stick to the straightforward state- 
ment of fact—which is, mind you, 
Between Joe Zilch, 
who had two years in business col- 
lege, and Frank Fletcher, 
there’s a lot of area, most of it spelled 


manager only on 


such men 


very acceptable. 
Irving 


h-a-m. Joe Zilch is smart to say 


what he has to say, and then get out. 


We don’t know whether the above 
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How to Write Good 


Power Equipment Advertising Without 


Trying . . . Extended Vacation . . . Picture 
Show . . . Pre-Convention Awards for Good Copy 





"So, | said 


to the Boss—" 


1 said, “Mr. Withins, tomorrow is we ‘t 


« ee. 
thirty-lifth berthday wer oust money. Te com- 
my * Be yeu se so oer ght sow @ on 
realize that some of ovr looms are pal yy Yt 
older than | am?” ‘That was fing wntd | told hie shout 
Well, at Hew be dide't seem te think that «COR's modernisation plan -— yeu teow, 
thirty-tive years wes se ohd Ber when | dow apntes & con Wee Se SS 
told bie that in my Metis | had ween = couse thar eve the qesrest benetrt! 
the development of the telephone, the Well, thet hind of made some te him. 
awtemebuie the radio and we en he be Anyesy whee « wound | If 
” 


owe 
my » 
CROMPTON & KNOWLES LOOM WORK 
~ onsen Oe acne. NER <O SomneN 


Oerrme ome 


is true of any of the cases following, 
but we do know that when the Rath- 
bun-Jones Engineering Co. advertises, 
“$13,000 is a lot of money to save 
annually in sewage plant operation 

Toledo did it with Rathbun 
Sludge Gas Engines,” the writer was 
successfully resisting any temptation 
to try for a Harvard award. It’s a 
good ad. It tells its story, and no 
fuss and feathers. Let the others 
pro and con Townsend & 
Townsend and the thousand other 
copy-testing formulae—you can’t go 
wrong on an ad like that. 

We don’t say you can afford to be 
as sparse with your information as 
Babcock © Wilcox are when they 
run a picture of a freighter and label 
it “B & W Single-Pass 


nothing more. 


argue 


Boilers” — 
What we're getting 
at is—when you haven’t the talent 
to write moving copy, then give out 
information that is true, significant, 
understandable. It took no special 
genius to write: “16 B & W Radiant 
Boilers ordered to date—more than 
4,300,000 Ib. steam per hour com- 
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bined capacity” (plus fuel, capacity, 
pressure and temperature data); just 
sufficient common sense to realize that 
that information is powerful evi- 
dence of the fact that B & W Boil- 


ers do pretty well for themselves. 


The only thing that bothers us 
about “‘Here’s an Interesting Case of 
Guaranteed Savings in Power Costs 
—A Metal & Molded Cap Company 
Spent $1.00 to Save $10,128 a Year” 
(Skinner Engine Company) is that 
it’s okay, and fellows like us make 
the tremendous salaries we do only 
because we've convinced others that 
advertising is a complex art or science 
and that it takes genius to write it. 

You’re apt to sacrifice freshness 
and honesty when you begin to think 
of an ad as a work of art. There’s a 
plug-for-inquiry in a B & W ad that 
is admirable in its stiffness, the sign 
of the amateur writer. It’s: ‘‘Perti- 
nent Literature Available.” Dog- 
gone it, that’s wonderful. You know 
very well that no insincere, tricky 
and perhaps even deliberately deceit- 
ful copy expert composed those three 
words (he would put it: “Valuable 
Information FREE. Fill out and mail 
coupon today!”)—somehow, you're 
as confident as you are of hayfever 
on August fifteen that the literature 
you will avail yourself of, is truly 
“pertinent.” 


Take a Foster Wheeler Corporation 
ad for contrast. “13,000 Superheat- 
ers in Service” is similar to the B & 
W headline quoted above, but the 
writer was conscious that it was an 
advertisement he was writing and 
there seemed to be a call for some 
fancy palaver. So, instead of being 
content with merely descriptive data, 
he took a flyer at: “Thirty-five years 
of experience dictate the design and 
construction of Foster Wheeler super- 
heaters.” Do you see the difference? 
Literature Available”— 


“Pertinent 



















“Heres My Report 


“It certainly turned out to be good busi- 
ness to make our business safe. 

“When we first placed our workmen’s 
compensation insurance with American 
Mutual, | didn’t expect much when they 
said that one of the three profits we might 
expect was a production profit. We had 
mechanical guards around the dangerous 
spots, and figured that our safety practice 
was already efficient. 

Yet, without turning our plant upside 
down or continually bothering us, the 
American Mutual safety engineers have 
succeeded in building satety into our 
methods as well as our machines. We’ve had 
tewer accidents ... we've had fewer inter- 
ruptions to work ... we’ve been deprived 
less often ot our skilled employees. 

|, tor one, am convinced —that where 
safety plugs up the accident leaks, pro- 


duction cost must naturally be lower.” 


AMERICAN 


on that 3-profit opportunity’ 


American Mutual gives a three-profit 
opportunity. 

Our safety engineering service helps tq 
reduce accident frequency, eliminate th 
many indirect and uninsurable losses fror 
accidents, and in many cases, lower pr 
mium costs, as the result of improve 
accident experience. 

Our cash dividend has alway be 
20% or more. Since organization in 18 
American Mutual has saved for all polj 
holders at least one-fifth of the insur 
cost each year —a grand total q 
$58,000,000 in savings for America 
industry. 

A third profit comes from the sk 
of experienced employees. When o 


of them is hurt, our industrially-trait 


Americ; 











216 TREMONT STREET 
BOSTON, MASS 





doctors aim, not only to return him to 


health, but to restore his job-holding 
ability, saving the employer his valued 
experience. 

American Mutual, America’s first liabil- 
ity insurance company, has branches in 56 
of the country’s principal industrial cen- 
ters. In addition to Workmen’s Compen- 
sation, it offers opportunity for savings on 
Automobile, Fidelity Bond, and practically 
all other lines of liability insurance. 


Admitted Assets: $34,866,615.84 Liabilities: $29,443,222 O08 


Surplus to Policybolders: $5,423,393.76 Asof Dec. 31,1937 


Savings even greater than 20% have 
been regularly made on Fire Insur- 
ance, written by our associate, Allied 


American Mutual Fire Insurance Co, 


gives a 3-profit opportunity 


MUTUAL LIABILITY 


INSURANCE 


COMPANY 


“How Twelve Companies Saved More Than A Million Dollars" is a free booklet describ- 


ing this lowest net cost insurance. Address 142 Berkeley St., Dept. 17, Boston, Mass. 
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crabbed, old-fashioned phraseology, 
but sincere, because that’s probably 
the way the writer talks. But “dic- 
tates the design”—that’s putting on 
the dog. 

Wheeler, 


though, we’d say much of its adver- 


(In fairness to Foster 
tising rings as true as B & W’s— 
practically of the same piece.) 

There’s really no need for profes- 
sional embellishments when you have 
a story to tell as good as Troy En- 
gine and Machine Company’s “0.308 
cents per Kwh is the average cost of 
driving Blowers in four of -43 lead- 
ing plants recently surveyed . . . and 
this low cost includes all fixed and 
operating charges” stands on its own 
fact—with no will-o’-the-wisp talk 
about dependability and the other fine 
virtues of lighthouses and dogs. 

Best example in power advertising 
of fact-giving and freedom from clap- 
trap is the Combustion Engineering 
Company campaign. Here is the grand- 
daddy of long, small-type and highly 
useful copy. We happen to know 
that C-E’s ads have done exception- 
ally well in readership surveys—prin- 
cipally because C-E has utilized its 
publication space to put across in- 
formation about its products, leaving 
the “what-a-smart-boy-am-I” stuff 
to somebody else. 

Readers know by experience that 
they won’t get cheated by C-E. “How 
Big Should a Pulverized Fuel Fur- 
nace Be?” is an honest question, the 
honest answer to which covers two 
While as intelligible to 
us as the language of the men who 


full pages. 


know tobacco best, we'll bet it’s duck 
soup to the men who want to know 
more about furnaces. 

The funny part about this advice 
we're giving to the tyro ad-writer is 
that some of the examples we're using 
are the work of successful advertising 
agencies and ad-managers who've long 
ago proved their salt. (The moral, 
if not evident to you at once, is there 
for the searching. ) 

You see, there’s a great danger of 
becoming self-conscious about adver- 
tising. You begin to use those “aw- 
ful words”—like (in the advertising 
“Here’s 


of Moore Steam Turbines) 
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judy 


CYANAMID COMI 


er 
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dependability and economy) for that 
compressor drive!”, “Moore reliabil- 
ity and economy score again!” and 
“Again Moore reliability and economy 
result in a repeat order!” Those words 
crop up everywhere—in Le Roi Com- 
pany advertising: “Dependable, Dura- 
ble Power” . in Sterling Engine’s: 
"Economical and Satisfactory Serv- 
ice in Westinghouse’s: “Relia- 
bility—Accessibility—Economy” , 
in De Laval’s: “For reliability, De La- 
val Auxiliaries” in Elliott Com- 
pany’s: “Responsibility calls for an 
Elliott Turbine” . in General Elec- 
“Your Auxiliaries, too, need 


” 


tric’s: 
dependable power” 
You’re apt to think of a complete 


and so on. 


campaign built around those virtu- 
ous and meaningless nouns, like Chi- 
cago Pneumatic Tool Company’s, 
flooding a long list of industrial mag- 
azines with words like Dependabil- 
ity, Durability, Economy, each in 
characteristic script, each preceded by 
“Industrial Engineers have a word for 
it,” each followed by a significant 
little bit from the dictionary, such 
as (to follow Economy) “‘Cheapness 
of operation, as expressed in 
money.” This is neat stuff—for the 
third grade. We presume the cam- 
paign started with an A-word, that we 
became aware of it at the D-E stage, 
that it will continue to Zeal, or some- 
thing. It’s nice to run a campaign 
like that—it doesn’t mean much, but 
it’s nice being a copywriter who 
knows where his next ad is coming 
( Webster’s. ) 

or later the 


from. 

Sooner copy writer 
reaches the “moralizing” stage. Riley 
Stoker Corporation advertising is full 
of bits of wisdom: “The Purchase 
of New Boiler Equipment Is a Seri- 
ous Matter to an Engineer” . “The 
Place to Verify Claims of Boiler 
Manufacturers Is Out in the Firing 
Aisle” “A thorough knowledge 
of present-day design practice and 
operating characteristics is essential 
to the intelligent selection of steam 
generating equipment.” Just so many 
words. 

Later on the ad-writer learns he 
ought to be getting more “sell” into 
his stuff. This is only a matter of 


changing the approach—/elling in- 
stead of saying—and broadening the 
vocabulary. Thus, the Westinghouse 
ad: “Matched to your Steam and 
Load conditions—to give you lowest 
cost steam turbine power!” Get the 
second person into the copy, talk 
what he gets out of your product— 
is the theory. This is all right, but 
you can still use those nouns, and why 
bother qualifying them in order to 
make them mean something? 
“Many Applications . . . ONE High 
Standard of Performance” is a Gard- 
ner-Denver that carries you no nearer 
than you were before to an under- 
standing of what Gardner-Denver has 
“High overall efficiency . . . 
long life minimum maintenance 
.” and so on. The “owner-bene- 
fit” theory is all right, but it doesn’t 
excuse you from being specific. 


to offer. 


All this talk about specific infor- 
mation isn’t to say that there isn’t 
a place for good advertising as it is 
supposed to be—the skillful blend- 
ing of sales arguments in psycholo- 
gically strategic order and couched in 
persuasive, inviting, confidence-in- 
spiring language. The trouble is— 
it takes years, and a lot of writing, 
and some one above you who is both 
check-rein and guide. 

Much industrial advertising is writ- 
ten by individuals who, singly, are 
complete advertising departments; 
they have nobody else’s blue pencil to 
cross out the stuff that ought not to 
see print, they haven’t the challeng- 
ing competition of fellow craftsmen 
to sharpen their wits, they have only 
their own narrow judgments, preju- 
diced by too intimate a knowledge of 
the facts “behind the ad” and warped 
by a desire to make it “look hard” to 
the fellows who write their paychecks. 

To such ad-men, we say: You'll 
serve your company best by remem- 
bering that an I-mean-it “I love you” 
sounds mighty nice to the gal who’s 
been listening, too long, to somebody 
else’s “‘line.” 

Addenda on Power 

Cooper-Bessemer Corporation’s “You 
get the ‘Half-Fare’ rate—when you 
pump with the G-SD!” is the start of 
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No matter by what You call ‘em 


they are our readers 
and your buyers! 


The one publication concentrating upon this 
market of vast possibilities made up of all 
plants making machinery. appliances and 


equipment which are electrically operated. 


THE GAGE PUBLISHING COMPANY 


Publishers to Industry Since 1892 


232 Madison Avenue * New York, N. Y. 








something on the more imaginative 
style. In fact, there’s the germ of a 
basic sales idea, worthy of an en- 
tire Campaign. 

General Electric turns out so many 
ads, the G-E ad department can be 
pardoned, we suppose, for falling back 
on such stock phrases as “G-E Tur- 
bines Stay Young Longer” and “A 
chip off the Old Block.” 

We feel Terry Steam Turbine Com- 
pany makes a mistake in having the 
outline-lettered “TERRY” the big- 
gest thing in each of its ads. There’s 
the danger the reader will think each 
new ad is the same old one. Some 
pretty good case studies aren’t get- 
ting the break they should have. 

So many power equipment manu- 
facturers use names of customers— 
that the effect may be lost. Spring- 
field Boiler Company lists dozens of 
installations . . . Elliott Company 
headlines “Power and light must not 
fail in the Manhattan General Hos- 
pital” . . . Terry ads are frequently 
case studies . . . “Missouri Pacific R. 
R. installs 2 Edge Moors” (Edge 
Moor Iron Works, Inc.) . .. Troy, 
Bée~W and Foster Wheeler use the 
same device . . . Henry Vogt Machine 
Co. tells about “Sticking with the 
job at Gummed Products Company” 

Spencer Turbine pictures vari- 
ous installations of Turbo-Compress- 
ors... and so on. Isn’t it time to 
take a new tack? 

One of the few animal analogies 
with any valid reason for existence 
is Coppus Engineering Corporation’s 
“Elephant Power” series—‘‘H. P. for 
not E.P.” 


—with cartoon strips a la Soglow to 


small horsepower jobs . 


prove that it’s smart to buy Coppus 
small-sized steam turbines. 

Coudn’t somebody take Worthing- 
ton Pump’s “More than 40 years of 
compressor building experience” and 
turn it into lively, imaginative words, 
creating a personality for Worthing- 
ton, presenting the purchaser with a 
reason for just abhorring the thought 
of ever buying a compressor from 
anybody else? 


Trade Notes 

Howard Hughes’ tool company 
covers The Oil Weekly with the news 
that “Only three men in the world 
can produce glass—for glass eyes.” 
Hughes Tool Company makes rock 
bits—the tie-in is the old favorite— 
“Craftsmanship.” 

“Fred Rooney can tell you all about 
the Mesco Stock Consistency Regu- 
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lators,” announces a quarter-page by 
Merritt Engineering ~ Sales Com- 
pany, showing a snapshot of Fred 
Rooney at the same time. Isn’t this 
a fundamentally sound idea that most 
advertisers are leary of using? 

We have mentioned before that 
it’s odd more advertisers don’t use 
the “here’s-how-you-can-get-ahead-in- 
your-job” theme. Most industrial ad- 
vertisements offer a benefit for the 
company, seldom for the individual, 
yet it’s the reader’s own personal ad- 
vancement (or at least hope fer the 
security of his position) that impels 
him to do a good job for the company. 
We rather like the Crompton & 
Knowles Loom Works ad showing a 
young man relating to his wife: “So, 
I said to’ the boss ” Copy goes: 
“I said, ‘Mr. Wilkins, tomorrow is my 
thirty-fifth birthday. Do you realize 
some of our looms are older than I 
am?’” Then he proceeds to tell of 
the mechanical improvements that 





have come to pass during his lifetime. 
The boss objected that he couldn’t 
afford to re-equip now. “That was 
final until I told him about C & K’s 
modernization plan—you know, about 
replacing the worst 10% first be- 
cause that will give the greatest bene- 
fit? Well, that kind of made sense 
to him. Anyway, when it wound up 
he had put up to me the job of find- 
ing out which looms to replace first.” 
A clever slant on what seems to 
be a clever sales approach—this 
“worst 10%” plan. Copy by 
Clayton Clark, Davis Press, 
Worcester, Mass. 

It’s important when presenting a 
case study to give all the significant 
facts; otherwise, the result doesn’t 


mean anything. The trouble is—the 
complete story may run into a lot of 
words, discouraging a reading. A 
General Electric ad gets around this 
dificulty with a series of sketches 
and captions, one of each in each of 
several panels. It’s the story of cut- 
ting the cost of malleable annealing 
$3 to $5 a ton by using a G-E fur- 
nace. Panel No. 1 sets up the case, 
No. 2 describes the old way, No. 3 
the new way, No. 4 points out the 
saving in maintenance expense and 
heat, No. 5 the saving in time, and 
No. 6 decribes the equipment. Read- 
ing copy below says that the average 
net return from recent installations 
of G-E heat-treating equipment is 
145 per cent and asks for the oppor- 
tunity to test samples. Any other 
way, this ad might have been impos- 
sible; as it is, you get an easy-to-fol- 
low account of a good way to save 
money. R. W. Nicholson of G-E’s 
publicity department, industrial 
division, produced this selling 
copy. 

Along the same line there’s an ad 
by Link-Belt Company, headlining 
“36% Greater Yardage.” Here all 
the facts are presented in tabular 
form—none of the data, except the 
end result, is written into the copy. 
What this method loses in drama, 
it probably gains in being business- 
like; if the reader is really interested, 
he can sit right down and compare 
the figures with his own. 

Depression note for copywriters: 
Jones & Orth Cutter Head Company 
recently ran six pages of cuts in a 
row in The Wood-Worker without a 
single word of copy other than in 
trade mark and logotype. Can it be 
time for us pencil-pushers to rise 
and organize? 

Any regular reader of industrial 
magazines can’t have missed the re- 
cent Cutler-Hammer story about the 
“Drop of Solder” that “inspired one 
of the most successful and widely 
used electrical inventions of modern 
times.” Of course, the layout is a 
beauty, but eveu at that the copy— 
being so long—has to stand on its 
own feet. Here’s how the story starts 
—‘An electric motor does not know 
when to quit. It will do anything 
under high heaven to move the load 
put upon it. Even when the load 
becomes too great, the motor still 
strains and struggles, drawing cur- 
rent from the line until its windings 
char and burn, not only destroying 
itself but disorganizing the operations 
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IF your products are used in more than one 
branch of industry— 


IF you are interested in a national coverage— 
IF you are locating new markets for your prod- 


IF you find it too expensive to use one or more 
media in each of several industries— 


IF you want to reach the active purchasing 


you are more interested in results today than 
in long-haul results— 

you are looking for mass coverage of Amer- 
ican Industry— 


NEW EQUIPMENT DIGEST IS YOUR ANSWER 


Distribution of New Equipment 
Digest cuts across, and through, 
all industries. It not only sel/s but 
it also finds new markets. Edi- 
torially NED concerns itself with 
bringing before purchasing, man- 
aging, production, design, engi- 
neering and maintenance execu- 
tives the new developments with 
which they must be familiar. A 
strictly controlled distribution is 
maintained. 40,000 copies per issue 
are guaranteed—actually, the av- 




















INDUSTRIAL MARKETING, September, 1938 





Chicago—Peoples Gas Building 


erage for the first six months of 
1938 is 48,000—a bonus of 8,000. Of 
these, over 44,000 go to 44,000 dif- 
ferent plants, and 4,000 serve to 
penetrate to additional buying ex- 
ecutives in larger organizations. 
And the rates for reaching this 
enormous buying power are among 
the lowest in the selective media 
field, believe it or not. We’ll be 
happy to send you a complete pres- 
entation on NED’s coverage, rates 
and editorial structure. Without 
obligation, of course. 








Penton Building 
CLEVELAND 


220 Broadway—New York 
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inspired one of the most success- 
ful and widely used electrical 


inventions of modern times 





Then you 
read about how engineers searched for 
a device that would let a motor work 


in which it plays a part.” 


up to its limit, not beyond. Finally, 
from watching a bit of solder melt 
—and freeze—an got the 
idea that was developed into Cutler- 
Hammer’s Thermal Overload Relay. 
We like the end-up paragraph: “When 
you think how other methods of con- 
structing a dependable overload de- 
vice have failed, how (¢his capsule 
reflects the 
changing conditions in the motor’s 
windings, and assures the safety of 
untold millions of dollars of motors 
and products and profits, you begin 
to see what an achievement this was, 


engineer 


mechanism accurately 


and one reason why Cutler-Hammer 
Motor Control is respected beyond all 
others wherever electric motors are 
Thanks to L. A. Drew, 
Kirkgasser-Drew Company, 
Chicago agency, for proving 
again that brevity isn’t always 
the sign of good copy, and also 
that almost any company has a 
story to tell that can be written 
into absorbing reading. 
Suggestion for a new layout tech- 


used.” 


Business 
Nation’s 


“From a 
Pad” —-see 


nique: jottings 
Man’s Scratch 
Business. 
Hammermill Paper Com pany’s 
“Wonder what an eraser thinks about 
paper?” is the type of pixie writing 
that always gets a reading but 
be attempted by anyone 
who hasn’t a tested and proved tal- 
ent for it. You can read the copy 
in the balloons in the cut nearby. 
Bed-time stuff that is given 
sales significance by the panel below 
reading “Here’s what happens when 


shouldn’t 


story 
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hreshold 
THE FUTURE 


Families Cross the 


fo tne 





JENKINS Valves {i} 


MADE TOP LIFET ME Seewrce 


paper is erased.” The hunk of copy 
at the right begins “Only one cent 
more for each 25 letters or printed 
forms—that’s all it costs to switch 
from cheap, unsatisfactory paper to 
Hammermill Bond.” While, as we 
reported in our review of Paper a 
couple months ago, Hammermill ad- 
vertising is inclined to be flimsy here 
and there in conception, perhaps that 
flimsiness can be excused on the 
ground that most paper advertising 
is on a low level, so why not pull the 
old cats out of the formula bag? 
The eraser ad, involving a tech- 
nique well-worked in consumer 
advertising but new to industrial 
advertising, was put on paper by 
S. A. Harned of Batten, Barton, 
Durstine. & Osborn, Inc., New 
York. 

It’s not often that this department 
comes across really good writing— 
some clever headlines, yes; neat ideas, 
a few; but language worked skill- 
fully, consistently throughout an ad- 
vertisement, seldom. The Cufler- 
Hammer copy shown here is one of 
the rare cases. And so is the ad on 
Jenkins Valves, written by C. 
Darrell Prutzman when with 
Rickard & Co., Inc., New York 
agency, and so well written 
we're reproducing most of it. 
Headline: “55 Families Cross the 
Threshold to the City of the Future.” 
Sub-head: “Some day we may ALL 
live in apartments that fully shelter 
us from cold and burning heat, dust, 
gloom and noise.” Here are the first 
three paragraphs: 

At 25 East 83rd Street, New York 
City, a fortunate few families are occupy- 


ing apartment homes like those predicted 
for the City of the Future. Years ahead 


of the times, this new building provides 
the kind of living that people have only 
been able to dream about and wish for 
Its tenants will be fully sheltered from 
cold and burning heat. Annoying dust 
and noise are barred. Gloom is dispelled 


This is the first apartment building t 
be completely air conditioned by a system 
that permits each tenant to regulate cool 
ing, heating and humidification to suit his 
own physical comfort. 

Windows, like the glass brick walls, 
serve only to admit light. They are 
closed against drafts, dust and city noises 
Glass brick, sound-deadening quilts be 
tween walls, cork floors and acoustically 
treated ceilings combine to exclude nerve 
wracking sound originating either within 
or without the building. 

Last paragraph begins, “In 1950, 
this most modern of all apartment 
houses will still be modern,” and leads 
into the choice by the architect of 
Jenkins “lifetime service” Valves. 
Boo-of-the-month 

We heartily agree with the agency 
man who wrote in to Advertising Age 
decrying the poor taste of the Ray- 
theon people in publishing an adver- 
tisement having for its gruesome sales 
point the fact that both insurgents and 
loyalists in Spain have been using com- 
munications receivers equipped with 
Raytheon Tubes. It’s bad enough to 
make your money that way, without 
bragging about it. The ill will which 
Raytheon must have earned itself is 


highly deserved. 


Boost-of-the-month 
We urge whoever is to judge 
the exhibits at the N. I. A. A. 
Conference to keep in mind the 
easily-forgotten fundamental that 
(Continued on Page 69) 
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Interest of design engineers and execu- 
tives in new developments and improved 
methods is greatest when they are actu- 
ally at work designing or redesigning 
machinery. 

It is then that they are most alert to 
every constructive suggestion for im- 
provement of the design on which they 
are working. Exactly at this same time 
is MACHINE DESIGN being read and 
reread by these men, with but one idea in 
mind—to help solve important problems. 

Manufacturers realize the importance of 
reaching these thousands of design execu- 
tives at the crucial time—just when they 
are searching for new ideas and new ap- 
plications of existing parts and materials. 

But to know just the right time to con- 
tact these many thousands of designers is 
more than any human ingenuity can fore- 
see, design being shrouded with denials 
of activity and carried on behind closed 
doors. 

Using MACHINE DESIGN’S entree to 
over 7,300 different design departments 
of machinery manufacturers where more 
than 30,000 design engineers and execu- 


READEROHIP... 
the Right Times! 


tives are carefully laying their plans, 
manufacturers of parts, materials and 
finishes can describe their products to a 
responsive audience. 

Through MACHINE DESIGN, adver- 
tisers are able to cover their potential 
market thoroughly and at the same time, 
penetrate into the innermost workings of 
each plant. In addition to MACHINE 
DESIGN’s coverage of the machinery in- 
dustry, its penetration within each plant 
in the industry is calculated to provide as 
nearly complete coverage as is humanly 
possible to attain. 

The result? MACHINE DESIGN ad- 
vertisers are actually reaching those men 
who specify materials and parts for the 
nation’s machinery. Their messages are 
carried to the very source of specifications 
in the one medium whose editorial con- 
tent, distribution and readership are con- 
cerned alone with the design and redesign 
of machinery. 

For complete coverage, penetration and 
intense reader interest in the machinery 
manufacturing industry, with Readership 
in the Right Places, use 


MAGHINE DESIG 


PARTS... MATERIALS .. 


. METHODS ... FINISHES 


CLEVELAND, OHIO 


CHICAGO—Peoples Gas Building 


220 Broadway—NEW YORK 
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Business Papers’ Market 
Data Inadequate 


To tHe Eprror: I agree with the 
lead editorial in the August INpus- 
TRIAL papers 
are generally behind general media in 


MARKETING—business 


supplying advertisers with compre- 
hensive data about their circulations. 
This remark of course does not apply 
to all business papers, as some do out- 
standing work in this respect. Too 
many, however, only scratch the sur- 
face, leaving the buyer in a maze as 
to the extent to which the publica- 
tions cover the advertisers’ prospects. 
A given field’s buying units should be 
closely analyzed by the publication 
devoted to the field, and its coverage 
should be clearly defined so that the 
buyer can readily determine the ex- 
tent of his market represented by the 
field and how closely the publication’s 
circulation parallels this market. 
There exist too many cases where 
piles up an uneconomic 
amount of duplication because of the 
desire to secure adequate coverage. 
Much of the undesirable duplication 
could probably be eliminated if more 
market and coverage data were avail- 
able. WituraM J. STAs, 
Manager, Media Dept., Fuller & 
Smith & Ross, Inc., Cleveland. 
. . © 
Criticized Copy 
Proves Best of All 


To THE Eprror: The Copy Chasers” 
untimely criticism noted and we be- 
that a little sense and better 
judgment from their standpoint would 
be appreciated not only by us but by 
the readers in general. 


a buyer 


lieve 


Apparently from what we can see, 
you have a self-appointed committee 
of judges whose sense of humor is not 
Our 
opinion of a copy constitutes a little 
more than the ordinary run of ads 
which choke every business magazine, 


at all appealing and welcome. 
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and are generally looked at but merit 
no other attention. 

For your own information, this ad 
(Old Fashioned & Streamlined 
Beauties) alone has produced more in- 
quiries (domestic and foreign) than 
all the others combined. It is entirely 
true an ad of this type might look 
misplaced in a machinery magazine, 
but after all what the advertiser wants 
is that his ads are read and that he 
knows when he receives orders from 
new accounts. 

Avoidance of criticism of any pub- 
lication cannot be expected, but should 
come from interested parties and not 
some one who has no interest in the 
sale of our product. 

E. J. WALLACE, 
The Cleveland Universal Jig 
Company, Cleveland. 
vvy 
Appreciates Service of 


The Copy Chasers 


To tHe Eprror: I not only got 
some hearty chuckles out of The 
Copy Chasers’ article on steel adver- 
tising, but cannot help but appreciate 
the real service these men are giving 
to industrial advertisers. 

I know of no other way to so ef- 
fectively influence us advertisers to 
take a good look at ourselves in the 
mirror, and recognizing that The 
Copy Chasers cannot have the sup- 
porting background that guides the 
direction of most of this advertising, 
nevertheless they are right on so many 
counts that there is very little the ad- 
vertiser could argue about. 

I am passing these seven pages 
along to our sales executives just to 
show them what The Copy Chasers 
think about our job, and also because 
it is a first-class course of instruction 
on what we fellows in the advertising 
department are trying to do with the 
advertising appropriation. I think 
these analyses would prove quite in- 
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formative to the executives of most 
industrial companies and would help 
them get a better appreciation of the 
advertising man’s job and responsi- 
bility. 

I hope this service can be main- 
tained. 

H. V. MERCER, 

Advertising Manager, The American 
Rolling Mill Co., Middletown, O. 


©. 


Constructive Work for 
Industrial Advertisers 


To THE Eprror: May I personally 
take the liberty of congratulating you 
and your staff on constructive work 
that you are doing for industrial ad- 
vertisers. Every one of your issues has 
so many helpful articles written in 
such interesting style that they are an 
education in themselves. We are all 
looking forward to your next issue 
and continued success. 

M. D. MacPHERSON, 
Advertising Manager, The Alvey- 
Ferguson Company, Cincinnati. 
vvey 


Copy Designed to 
Make Them Talk 


To THE Eprror: For a manufac- 


turer of raw material used by prob- 
ably not more than three hundred in- 





dustrial customers throughout the 
United States, advertising is some- 
thing of a problem. Many firms, 
similarly situated, think they cannot 
advertise profitably—that, aside from 
a little booklet now and then, their 
selling problem should be handled en- 
tirely by personal contact from sales- 
men and service men. 


The Chicago Vitreous Enamel 
Product Company makes frit—the 
raw material which eventually be- 
comes porcelain enamel. In spite of 
the fact that it has but few, and 
widely scattered customers, this con- 
cern is doing an outstanding business 
paper advertising job. Where possible 
it buys preferred position and makes 
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RUSSELL T.GRAY whe. 
can help you do 























a better job... 


%& Russell T. Gray, Inc., is an Industrial Agency 
exclusively. It has no large general accounts 
to warp its judgment, reduce its industrial 
interests or influence the management of 
its staff. 


Over 20 years of industrial advertising ex- 
perience in practically every industry. 


A staff made up entirely of engineers and 
technically trained men. 


You have direct contact with the man that 
does your work. 


+ + + 


A method of charging that permits you to 
know exactly what you are paying for. 


There is no obligation 
in talking things over. 


<> 
{D 


RUSSELL T. GRAY, Ine. 


205 West Wacker Drive, Chicago, Illinois 


Industrial Advertising Exclusively 
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Two-Fold Dealer Advertising 


@ AN INTERESTING copy slant 
gives the twelve-page United States 
Steel insert in the July 28 Annual 
Buyer's Guide issue of Hardware Age 
a zip that is usually lacking im long 
catalog inserts of this type. 

Cordes, Ad- 


vertising Manager of the American 


According to W. H. 


Steel & Wire Company, who directed 
this work, the aim was to sell the deal- 
er on the quality and acceptance of 
the complete line of U.S.S. hardware 
products and at the same time give 
the dealer helpful merchandising sug- 
gestions to boost sales This is ac 


complished by pictures and conver- 


rather extravagant use of both white 
space and solid blacks. 

The advertising is almost entirely 
built around the idea that “it is good 
if we can make our customers talk 


” 


about it. The manner in which it 
tackles that job is well illustrated by 
the accompanying two-page counter- 
spread torn from Better Enameling. 
We offer it as one of the outstanding 
trade paper ads of the month. 
Russect B. WriLiiaMs, 
Reincke-Ellis- Younggreen 


& Finn, Inc., Chicago 
vw VY 


There's Lots of Truth 
In Fundamentals 


To tHe Eprror: I have read every 
word of William E. McFee’s talk on 
“The Why, When, Where and How 
of Industrial Advertising” in your 
August issue. You and Mr. McFee 
are to be congratulated on such a fine, 
thorough, true presentation of basic 
INDUSTRIAL MARKETING, in 
my opinion has a right to talk like 
my youngster who said, the other eve- 


facts. 
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sational copy that starts with the 
dealer greeting his customers at the 
front door. This dealer takes them 
through the store, showing them his 
complete line of U.S.S. products. The 
copy, being all in the first person, 
is brief, forceful and interesting. 
The result is that instead of twelve 
more or less unrelated pages listing 
the companies’ products, this insert 
lives up to the caption that appears 
on the front cover—‘A Pictorial 
Guide for Merchandising and Selling 
Steel and Wire Products.” Batten, 
Barton, Durstine and Osborn, Inc., 


Pittsburgh, is the agency. 


ning, that she “was never wrong but 
this time she’s right.” 
You are doing an excellent job and 
I hope that both those who heard and 
those who read Mr. McFee’s words, 
realized the very high value of the 
advice he was giving them. 
A. G. WINKLER, 
Advertising Manager, Air Con- 
ditioning combined with Oil Heat, 
New York. 
" wT 
All Right, Tarzan 
Call Them In 


To THE Epiror: Since your show- 
ing of The Copy Chasers film here we 
have been very sensitive, almost al- 
lergic, to advertisements containing 
elephants, lions, rhinoceres, and tigers. 
As a hobby or as a display for indus- 
trial advertisers we suggest that IN- 
DUSTRIAL MARKETING start an adver- 
tising menagerie to see just how many 
animals can be found in advertising 


illustrations and copy. 
Georce C. McNutt, 
Bert S. Gittins Advertising, 
Milwaukee. 
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Industrial 
expositions 








Sept. 19-21. Exhibit of National Indus- 
trial Stores Association, Netherland 
Plaza Hotel, Cincinnati, O. 


Sept. 20-23. Roadmasters and Mainte- 
nance of Way Association, Hotel Ste- 
vens, Chicago. 

Sept. 21-23. National Industrial Adver- 
tisers Association, Statler Hotel, Cleve- 
land, O. M. R. Webster, 100 E. Ohio 
St., Chicago. 


Sept. 27-30. Iron & Steel Exposition, 
Public Auditorium, Cleveland, Ohio. 


Sept. 28-Oct. 1. Direct Mail Advertising 
Association, Hotel Stevens, Chicago. 


Oct. 3-5. American Public Works Asso- 
ciation, New York. Frank W. Herring, 
Sec., 850 E. 58th St., Chicago. 


Oct. 3-7. Twentieth Annual National 
Restaurant Association Ex position, 
American Furniture Mart Bldg., Chi- 
cago. 


Oct. 8-15. National Dairy Show, Colum- 
bus, O. Lloyd Burlingham, Secretary, 
Deshler-Wallick Hotel, Columbus, O. 


Oct. 10-14. National Safety Congress & 
Exposition, Chicago. 

Oct. 17-21. American Welding Society, 
Convention Hall, Detroit. M. M. Kelly, 
Sec., 33 W. 39th St., New York. 

Oct. 18-20. American Railway Bridge & 
Building Association — Bridge and 
Building Supply Men's Association, 
Stevens Hotel, Chicago. C. A. Lichty, 
Sec., 319 N. Waller Ave., Chicago. 

Oct. 18-21. U. §. Independent Tele- 
phone Association, Stevens Hotel, Chi- 
cago. Louis Pitcher, Exec. V.-P., 616 
S. Michigan Ave., Chicago. 

Oct. 24-27. American Mining Congress, 
Western Division—‘Sth Annual Metal 
Mining Convention and Exposition, 
Ambassador Hotel, Los Angeles, Cal 
Julian D. Conover, Sec., 309 Munsey 
Bldg., Washington, D. C. 

Oct. 24-27. Paint Industries Show, Am- 
bassador Hotel, Atlantic City, N. J 
Oct. 24-28. National Electrical Manufac- 
turers Association, Palmer House, Chi- 
cago. W. J. Donald, Mng. Dir., 155 

E. 44th St., New York 

Oct. 24-28. Twenty-third National Hotel 
Exposition, Grand Central Palace, New 
York. Fred W. Payne, Manager, 221 
W. 57th St., New York. 

Oct. 25-27. Railway Electric Supply 
Manufacturers Association, Sherman 
Hotel, Chicago John McC. Price, 
Sec., 600 W. Jackson Blvd., Chicago. 

Oct. 31-Nov. 4. 20th Annual Beverage 
Exposition, American Bottlers of Car- 
bonated Beverages, Commerce Hall, 
New York. 

Nov. 1-4. National Association of Ice 
industries, Mayflower Hotel, Washing- 
ton, D. C. Mount Taylor, Sec., 228 
N. La Salle St., Chicago. 

Nov. 11. National Automobile 
Grand Central Palace, New York. 

Dec. 5-10. 13th National Exposition of 


Power & Mechanical Engineering, 
Grand Central Palace, New York. 


Show, 

























Hospitals are built and maintained 
to render care to the sick and injured .. . 
yet less than half the people in any hos- 
pital are sick or injured!* 


For every 100 patients in American 
hospitals today, there are approxi- 
mately 150 persons who are not patients 
. . . perfectly well men and women who 
are nurses, maintenance men, house- 
keepers, technicians, office workers, ele- 
vator operators, executives, cooks, switch- 
board operators . . . men and women per- 
forming the multitudinous services re- 
quired by the complex organization called 
a hospital . . . men and women who re- 
quire an almost endless variety of mate- 
rials and supplies in order to perform 


their duties. 


These are the men and women who 
handle (and help eat) the $212,000,000 
of raw food consumed in hospitals each 
year; who use $50,000,000 of house- 
keeping supplies, $34,000,000 of laun- 


hospital ... 


But I haven’t 


been sick 


a day! 





dry machinery and supplies, $39,000,- 
000 of maintenance money, $45,000,000 
of heat, light and power, etc., etc. 


These are the men and women whose 
executives — hospital superintendents, 
superintendents of nurses, dietitians, 
housekeepers, etc., get practical assistance 
on the business problems of running a 


hospital from the pages of HOSPITAL 
MANAGEMENT. 


If you'd like to have your goods or 
services used by this vast army of hos- 
pital personnel, you should tell your 
story to hospital executives regularly 
through the pages of HOSPITAL 
MANAGEMENT. 


*The exception that proves the rule 
consists of mental hospitals and others 
in which chronic illness is_ treated. 
These hospitals, in contrast to general 
hospitals, usually have fewer employes 
than patients. 


Hospital Management 


The National Magazine of Hospital Administration 


) 
€:-) 100 E. Ohio St., Chicago — 330 W. 42nd St., New York aly 
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The sales promotion department of Dayton Here, too, is a convincing demonstrai 
Pump & Mfg. Company wanted to catalog its of the ability of INDUSTRIAL MARKE 
products in Sweet’s Catalog File, but the to deliver your sales message where it wil 


company management couldn’t see it, until the most good—to reach and influence y 
the Sweet’s advertisement in August 


INDUSTRIAL MARKETING — telling the 


Sweet’s story simply, intelligently and con- 


primary sources of business—to perfo 
selling function on those buying factors wil 


mun ; your salesmen never see, and seld 
vincingly — enabled the sales promotion 


‘ ; . know about. 
manager to sell the value of Sweet’s to his 


ati , If you want your message delivered to 
superiors ... and a sale was made! . ‘ 


Here is a sale made as the direct result of | fo"t-line prospects for the goods 4 
a good advertisement, appearing at the right ‘5€rvices you have to sell—if you want to 
time in the right medium — a sale which it and influence industrial sales executives 


might not have been possible to make in any INDUSTRIAL MARKETING is the place 


other way. tell your story. 
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and a Sale 


INDUSTRIAL MARKETING 


100 E. Ohio St., Chicago 330 W. 42nd St., New York 
Phone Del. 1337 Phone Br. 9-6432 
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‘NOTICE. 


National 
Wholesale + 


Grocer 


and 
National 


> 4 Retail 
Grocer 


announce a change of 















address to 
431 8S. Dearborn St. 
Chicago, Illinois 
Phone WABash 1000 


over 40 YEARS’ neve 


TO THE GROCERY FIELD 














[CONTINUED FROM Pace 15] 


Replacement 


much headway in the propeller fan 
field, although were 
very successful in selling this small- 
er type of equipment. Research 
soon discovered the trouble. 

No. 1—this particular propeller 
fan, although a very fine piece of 
equipment, was too expensive for 
the average propeller fan job. 

No. 2—in fact, it was too wel! 
made—heavy cast iron construction. 

No. 3—so heavy, that it took 
two or three men to install it. 

No. 4—It was not particularly 
attractive, 

‘No. 5—it was being sold by reg- 
ular ventilating fan salesmen who 


competitors 


were trained to sell engineered equip- 
ment, but who were not wholly 
familar with the problems of the 
electrical distributors and contract- 
ors. 
The findings of the survey brought 
forth the following recommendations: 
1. Redesigning the fan — lighter 
construction, pressed steel in- 
stead of cast iron, improved ap- 
pearance, better finishing job. 
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“IF I 


now to attend the 


461 Eighth Ave. 


WERE AN 


Reminder! 


(by Thomas Publishing Company) 


THOMAS PUBLISHING COMPANY | 


ADVERTISING 
MANAGERR ... I would certainly make plans 
16th National Industrial 
Advertisers Association Conference at Cleve- 
land, September 21st to 23rd, because changing 
times and markets demand a new viewpoint 
that can best be obtained by hearing discussions 
by men whose experience is up-to-the-minute 
... right up to September 21st. I’d send my 
advance registration right now to Ed. Bossert, 
Bailey Meter Company, Ivanhoe Road, Cleve- 
land, Ohio” . . . we hope we'll “be seein’ you.” 


THOMAS REGISTER OF AMERICAN MANUFACTURERS 
INDUSTRIAL EQUIPMENT NEWS 
BUILDING PRODUCTS 








New York, N. Y. 
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2. That the fan be turned out on 
a quantity production basis in 
order to cut the unit cost. 

3. Establishing a merchandising de- 
partment to handle the sale of 
propeller fans and other allied 
merchandise equipment. 

The propeller fans were redesigned 
as recommended. The prices reduced. 
A merchandising department estab- 
lished and the employment of specialty 
salesmen who talked the language of 
the electrical distributor and the elec- 
trical contractor. 

The new fan was an 
success, and the manufacturer was able 
at last to gain a real foothold in the 
field. Complete merchandising cam- 
paigns were prepared, direct-mail ma- 
terial was sent to electrical jobbers 
and contractors, with the same type 
of material supplied to the jobber 
for mailing to his contractor custom- 
ers. Also mailing pieces for contract- 
ors to send to prospects, the ultimate 
consumer, together with window and 


immediate 


counter displays. 

A special portfolio containing sam- 
ples of all this material was made for 
the salesmen. 

The soundness of the 
paign, and the product itself gained 
the attention of large distributors. 
These were not the ordinary type of 
distributors, but large organizations 
with sales outlets and contacts that 
gave the manufacturer immediate dis- 
tribution and sales in important terri- 


sales cam- 


tories. 

Another well conceived and prop- 
erly executed plan is that of a manu- 
facturer of screws generally used in 
sheet metal and other metal assem- 
blies, who maintains a $250,000 re- 
search laboratory, utilizing the latest 
testing apparatus and equipment, for 
the sole purpose of better serving the 
many industries buying its product. 
This specialty screw business, running 
into a volume of several million dol- 
lars a year, has been founded on serv- 
ice to the user. 


The company has no salesmen—but 
does employ a staff of traveling en- 
gineers. These men carry no price 
lists. Their sole mission is to assist 
manufacturers in economizing on 
metal assemblies and the users have 
learned to have confidence in the rec- 
ommendation of these engineers, for 
they do not hesitate to suggest ways 
and means of improving an assembly 
job, or cutting down its cost even 
though the use of their own product 
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On the 


Right Desks... 


At the 
Right Time! 





A= the men who buy advertising space in business papers, the Market 
Data Book Issue of Industrial Marketing occupies a unique position. It 
isn’t merely another book or a magazine, but an essential working tool which is 
never far out of reach. 


Buyers of business paper advertising have long since discovered that the Mar- 
ket Data Book Issue is their own encyclopedia of marketing and media information. 
They keep it on their desks, within easy reach, and refer to it constantly. 


One of the largest buyers of space in the business press says the book is as 
essential to his everyday operations as the dictionary ... another says he wouldn’t 
be without the volume no matter how much it cost . . . still another reports that 
he relies upon the volume exclusively in building his media lists. 


No other reference book designed to serve the special needs of those selling 
to business and industry has ever built up such a loyal following, because no 
other book has so successfully fitted the needs of this important group of space 
buyers. 


To the publisher who wants to get his message across to prospects, and to 
keep it in their minds, the Market Data Book Issue offers an unmatched oppor- 
tunity to deliver not one, but a whole series of sales impressions, to buyers who 
are actually looking for sales information. 


The 1939 issue will be in buyers’ hands October 25—just in time to be of 
value to them in making up 1939 schedules. Make your space reservation now. 
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100 E. OHIO ST., CHICAGO 330 W. 42ND ST., NEW YORK 














ANNOUNCING 








THE NEW 1938-39 EDITION OF 





—P 
Blue Book 


Accurate, up-to-date buying informa- 
tion is now available to you in this 
complete directory. Just off the press 
and ready for distribution. 














Contains 
3,400 Pages 
of 
Invaluable 
Information 


FIVE 
Useful Sections 
to Answer the 

Question 
“Where to Buy” 





1. Address and Local Distributors Section: 
Listing all U. S. Manufacturers with their address 
invested capital rating and fer a large number of 
companies their branch plants and offices 


2. Index to Classification Numbers: 
A direct alphabetical guide to all items in the 
classified material section regardiess of terms applied 
to them 


3. Classified Material Section: 
Over 2000 pages covering all products from ‘‘Abra- 
sives’’ to ‘‘Zobos’’ with a comprehensive list of man- 
ufacturers under cach of the 40.000 headings con 
tained in this section 


4. Trade Facilities Section: 
Listing all cities of 1,000 or more population to- 
gether with each city’s leading commercial body 
bank and principal warehouses 


5. Trade Name Section: 
More than 35,000 names of industrial products are 
listed in this section to enable you to identify the 
manufacturer when only the trade name is known 


MacRae's Blue Pook Company is proud to offer you its 
46th annual edition and in doing so again fulfills their 
promise to give you the most complete and accura‘e pur- 
chasing reference dir-ctory available The publishers of 
MacRae'’s Blue Book have never been connected or af- 
fillated with any other publication 


This directory because of the service rendered to your 
buying and specifying officers throughout the year is an 
addition to yeur office reference library that will prove 
to be of far greater value than the expenditure of $10.00 
for its purchase 


Secure this buying guide at once 
the special coupon below 


Just sign and mail 


SPECIAL $10 OFFER COUPON 
SECURE THIS BUYING GUIDE 


MacRAE'S BLUE BOOK CO 
18 E. Huron St., Chicago, Ii 








o 
7 


( ) Please send one copy of the 1938-3 
MacRAE'S BLUE BOOK and bill us for $10 


( ) Enclosed find check for $9.00 for which 


send one copy of the 1938-39 MacRAE'S | 


BLUE BOOK 


Firm Name 


Street Address 


City and State 


Your Name 
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does not seem to be _ indicated. 

Because these engineers are not sales- 
men, they are not troubled with the 
about 
and getting the order. They average 
about 5.4 calls per day and are en- 


abled to contact the production men 


usual quotas 


salesmen’s worry 


within the plants, engineers, etc. 

A letter addressed to plant engi- 
neers and production men in advance 
of a representative’s call, makes it 
possible for this company’s representa- 
tives to “get inside” in eigth out of 
ten calls, with an average of fifty 
per cent of the calls being productive 
of business. The letter preceding the 
salesmen’s call is sent from the com- 
pany’s home office over the signature 
of an individual in the engineering 
service department. It merely states 


that Mr. 


traveling engineers, will be in the city 


“so-and-so.” one of the 


between certain dates and would like 
to consult with the production en- 
gineering department on metal as- 
sembly problems, without in any way 
incurring the slightest obligation. Over 
these 


answered and in many cases give ad- 


forty per cent of letters are 


ditional names of individuals to be 


contacted. In fact, many purchasing 


agents receiving this mail ask the 
representative to call on men within 
the plant. 

This company sells all of its prod- 
ucts entirely through mill supply job- 
bers and they have set up a hard and 
fast policy from which they will not 
deviate, even in the case of large cor- 
porations who feel that due to the size 
of their purchases, they are entitled 
to buy direct. 

For some six years, this company’s 
officials had periodically contacted the 
country’s largest manufacturer in its 
who 


particular branch of industry, 


had definite need for these special 


screws. They would not place or- 
ders, however, because they could not 
About a this 


secured for the first 


executive of 


buy direct. year ago, 


business was 
time, placed with an 
handled 


through jobbers in the several towns 


the screw company, but 
where the customer’s branches were 
located. More than $100,000 worth 
of business was divided among eight 
jobbers, creating a $1,000,000 worth 
of good-will and proving conclusively 
that the company sticks to its sales 
and policy. All 
generated through the contacts of the 


distribution sales 
traveling engineers accrue to the bene- 
fit of the local jobbers handling the 
screws in each territory. 
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One more example of the benefits 
of market research—this time in de- 
termining a keynote for Jenkins Bros. 
advertising campaign in_ industrial 
publications. 

An investigation preliminary to 
planning a new approach to their ad- 
vertising problem revealed, surprising- 
ly enough, a tendency on the part of 
some valve buyers to think of Jenkins 
particularly as a “one type” valve 
manufacturer. This, no doubt, was 
due to the fact that Jenkins Bros. 
originated and popularized the Re- 
Valve Disc The 


ready acceptance and wide-spread use 


newable feature. 
of this “one type”—the bronze globe 
valve which incorporates this feature, 
in these cases had actually handicapped 
the sales of their more than 500 other 
valves. 

Thus, the big job of the new cam- 
paign was to tell valve users that they 
could get the same enduring qualities 
and low cost performance they had 
been buying in Jenkins bronze globe 
valves, for every other valve in the 
plant, i.e.: Jenkins offered them every- 
thing in valve design, everything in 
workmanship, everything in service. 

One of the first advertisements in 
their new campaign, shown herewith, 
Gate 
trated five different body styles and 
offered ‘28 different 
satisfaction.” Copy assured the user 


featured Bronze Valves, illus- 


gates to valve 
of a selection of the exact spindle, 
wedge, bonnet or end style to meet 
his service requirements, and followed 
with the keynote of the campaign 
“Jenkins gives you everything in 
Bronze Gate Valves.” This is fol- 
lowed with advertisements on other 
classifications of valves—Regrinding, 
U-Bolt, Iron Body, etc. 
the name of the valve being featured 
is substituted in the slogan. 

The research and developments be- 
hind this campaign are closely co- 
ordinated with the complete market- 


In each case, 





gives you everything in bronze gate he 
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¢ functions of Jenkins Bros. They 
are in constant touch with competitive 
conditions, the trend of their market 
and the needs of their customers. No 
new valve is brought out just to fill 
1 blank space in the catalog index, 
or because a competitor has intro- 
duced a new valve. Research and cus- 
tomer investigation must prove that 
there is a definite market for every 
valve before it goes on the blueprints. 
Then, these valves are carefully 
checked when they get on the line, 
to be certain that each design feature 
has actually proved itself in service. 
Obviously, such a policy points the 
way to assured sales successes and 
steady business development. 

The complete marketing plan also 
includes close coéperation with dis- 
tributors—from a preliminary con- 
ference on advertising plans, to 
prompt delivery at the customer’s 
door. In this way, everyone con- 
cerned reaps full benefit from the 


company’s advertising. 





International Management 
Congress Meets Sept. 19-23 


The Seventh International Management 
Congress, sponsored by the National 
Management Council of the U. S. A., will 
meet at Washington, D. C., Sept. 19-23 
One section of the congress will be de- 
voted to marketing and distributing sub- 
jects including: “Market Analysis and 
Sales Planning’; “Market Outlets and 
Trade Channels”; “Costing and Pricing”: 
“Advertising and Sales Promotion,” and 
‘Administration of Sales.” 


New Aluminum Movie 


“Aluminum—HMine to Metal,” an edu- 
cational sound motion picture featuring 
the story of aluminum from its clay 
source to the finished product, produced 
by the Jam Handy organization for the 
Aluminum Corporation of America, has 
just been released 

Previews of the production are being 
held in the Aluminum company’s organ- 


ization 


Beggs with Remington 

Robert C. Beggs, formerly advertising 
and sales promotion manager of Toncan 
Division, Republic Steel Corporation, has 
joined Wm. B. Remington, Inc., Spring- 
held, Mass., agency in a contact and new 
business capacity 


Bakelite Increases Line 
Bakelite Corporation, New York, has 
issued a seven-color folder announcing the 
addition of rainbow-hued cellulose-acetate 
Iding materials to its line of plastics ma- 
te rials 


Gets Stromberg Electric 
Stromberg Electric Company, Chicago, 
nufacturer of time recording instru- 
ents, has appointed Batten, Barton, Dur- 
stine & Osborn, Inc., Chicago, to handle 
its advertising 
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Condit Relinquishes Editorship F. D. Newbury Heads 


Kenneth H. Condit, for seventeen years New Products Division 


editor of American Machinist and the first Frank D. Newbury has been appointed 
editor of Product Engineering, has re manager of the new products division of 
signed to become executive assistant to Dr Westinghouse Electric & Mfg. Company, 
Virgil Jordan, president, National Indus- succeeding Herbert Mygatt Wilcox, who 
trial Conference Board. Mr. Condit will died July 28. Mr. Newbury will con- 
serve the two McGraw-Hill publications as tinue his present duties as economist for 
consulting editor the company 


Norton Company 


Ken Barber Leaves Buchen Appoints R. E. Taylor 

Ken Barber, formerly secretary and ac- Following twelve years of sales work 
count executive, The Buchen Company, in the Chicago offce, R. E. Taylor has 
Chicago industrial agency, has joined the been appointed sales research manager, 
Lyle T. Johnston Company, agency. Mr. Norton Company of Worcester, Mass. He 
Barber will head up the Johnston farm succeeds Milton P. Higgins, who has been 
and industrial divisions, in which field he made resident manager, Chippewa, On- 
has been active since 1923 tario 























Industrial Optimists 
ARE MEETING AT CLEVELAND 


@ The N.I.A.A. Convention is no place for 
the cynic or the pessimist. The men who 
are trekking to Cleveland know the value 
of rubbing shoulders with new ideas. . . 
ideas that act as abrasives on which to 
sharpen their advertising and selling tools. 
These men who advertise “hard goods’’ 
arm themselves with “hard facts.’ That's 
why they are ‘Industrial Optimists’’ and 
that’s why many of them select an adver- 
tising agency that specializes in industrial 
advertising. 
/ Anew issue of CAMS is just off the press 
... it’s yours for the asking. 


SPENCER W. CURTISS, INC. 


Industrial Advertising 
CIRCLE TOWER - INDIANAPOLIS, IND. 




























A Great Deal of Work 


was required to bring water to 
you at the 
Watersheds 
stream flows and 


turn of a ‘faucet. 


were surveyed; 
runofis were 
charted; dams constructed; tun- 
nels dug; filtration and pumping 
plants built and conduits and 


distribution lines were laid. 


Civil engineers made the plan- 
ning surveys. Civil engineers 
designed the entire system; and 
civil engineers built each of the 
varied projects in that water sys- 
tem. Upon completion, water 
works operators were placed in 
charge. And in major systems 
the operators are engineers. 

If you sell to the water works 
field, you sell to civil engineers. 
Sell them through the pages of 


their publication. 


CIVIL 
ENGINEERING 


33 West 39th Street 
New York, N. Y. 














ADVERTISING VOLUME FOR AUGUST ISSUES OF 
INDUSTRIAL, TRADE AND CLASS PAPERS 





Unless otherwise noted, all publications are monthlies, and have 
standard 7x10-inch type page. 


-Pages 
Industrial Group 1938 1937 
American Builder & Build- 
= ens a ee 56 85 


American Machinist (bi-w) 155 204 
Architectural Forum ..... 95 108 
Architectural Record ..... 64 61 
Automotive Industries (w) 60 87 
Bakers’ Helper (bi-w).... 95 92 
Brick & Clay Record..... 41602=— F221 
Bus Transportation ...... $2 83 
Ceramic Industry ........ 733 741 
Chemical & Metallurgical 

Engineering .......... 104 132 
Civil Engineering ........ 15 22 
Ree 54 95 
Confectioners Journal .... 32 34 
Construction Methods and 

Equipment (83x12) .. 53 79 
0 eee 72 105 
Diesel Progress (81x11). 32 40 
Electric Light & Power... 41 59 
Electrical South ......... *15 *24 
BPOCRINCEE “WOME cccarisces 31 38 
Electrical World (bi-w)... 110 140 


Engineering & Mining Jour- 
ll skivaekit wiehoa ks 91 123 


Engineering News-Record 

ee 137 189 
Factory Management & 

Maintenance .......... 71 127 
Food Industries ......... 52 92 
Sl DA behASe da Ween eee 37 *$2 
Heating, Piping & Air 

Conditioning ......... 44 67 
Heating & Ventilating 

re ae 17 37 
Hitchcock's Machine Tool 

Blue Book (414x6l4).. 4103 +167 
Industrial Power (414)x6¥%) 49 72 
The Iron Age (w)....... 4229 «7318 
Machine Design ........ 40 58 
a ee 103 145 
Manufacturers Record .... 36 56 
Marine Engineering © 

Shipping Review ...... 49 45 
Mass Transportation ..... 5 9 
Metal Industry .......... 31 37 
Metal Progress .......... 56 63 
Metals & Alloys......... 31 49 
bal @ Factory. ......... 78 103 
Mill Supplies ........... 57 74 
Modern Machine Shop 

(44x64) ..000ccecee 114 162 
National Petroleum News 

oe praneealtaatse. Still 147 
National Provisioner (w).. 94 99 
Oil & Gas Journal (w) 

GRR #201 +234 
Oil Weekly (w)......... $169 243 
The Paper Industry and 

. ¢. rs 51 68 
The Paper Mill (w)...... 64 93 
Paper Trade Journal (w). §484 7126 
PU POMEE ceccceuesen 31 51 
7 a Sec cvceseces 4430 758 
DY icndedcamhans ins 120 164 
Power Plant Engineering. . 55 79 
Practical Builder (10/)x15) 8 10 
| Ora 36 34 





Summer Slump Hits 
Business Paper Advertising 


® ADVERTISING in business papers for 
August reflected the vacation spirit. Dis- 
play copy in seventy industrial publica- 
tions was off 24.97 per cent for the 
month as compared with similar issues for 
last year. For the first eight months the 
display volume was 13.90 per cent below 
the 1937 figures. 

Twenty-one papers in the trade group 
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Pages— 
1938 1937 
Product Engineering ..... 48 71 
Railway Age (w)........ 133 156 
Railway Purchases & Stores 53 35 
Refiner & Natural Gasoline 

eee *84 *99 
Roads & Streets......... 38 48 
GG TUDE occ cnsiccc T5220 F773 
Southern Power Journal... 31 49 
DE Ee éunvadeugiessa t145 $225 
Telephone Engineer ..... 24 21 
Telephony (w) ......... 769 +65 
PE wien eseaawe 68 117 
Water Works & Sewerage. 27 30 
Water Works Engineering 

PT Covenuahawedes 65 56 
Welding Engineer ....... 16 22 
Western Construction News 66 64 
The Wood-Worker ...... 27 36 

BE SakeabidactaaKn 4,628 6,168 

Trade Group 
American Artisan ........ 48 57 
American Druggist ...... 38 66 
American Exporter ...... 171 187 
Automobile Topics (w)... 19 $39 
Automobile Trade Journal. 22 36 
Boot & Shoe Recorder (w) 87 *170 
Building Supply News.... 22 29 
Commercial Car Journal... 48 77 
Domestic Engineering .... 55 84 
Farm Implement News 

NR cea a8 aad 46 52 
Hardware Age (bi-w).... 77 87 
Jewelers’ Circular — The 

eer 83 101 
Mida’s Criterion ........ 16 30 
DE cacewccets enken se 59 90 
BEGET FOO cacccesaveess 31 47 
Motor World Wholesale.. . 47 63 
National Grocers Bulletin. 35 36 
Plumbing & Heating Trade 

SOMME ocnccccnececes 33 64 
Southern Automotive Jour- 

ME ste sd don naneeae kas 25 40 
Southern Hardware ...... 29 40 
Sporting Goods Journal... 7 21 

TE wiwstenwuwenede 998 1,416 

Class Group 
Advertising Age (w) 

a a AR Bebi ¢75 $132 
American Funeral Director 42 49 
American Restaurant ..... 33 41 
Hospital Management .... 78 = =©6F20 
Hotel Management ...... 36 52 
Modern Hospital ........ 65 81 


Modern Medicine (434x734) 40 52 
Nation's Schools 
Oral Hygiene (374x6 13/16) 83 95 
Trafic World (w)....... 54 66 

Takers ncakwtwades 617 





*Includes special issue. +Includes clas- 
sified advertising. §Last issue estimated 
tFive issues. 





reported 29.52 per cent less business for 
August issues this year as compared with 
the 1937 month. For the comparable 
eight-month periods, the publications 
showed a loss of 17.38 per cent this year. 

Class publications, as represented by ten 
included in the accompanying tabulation, 
carried 26.42 per cent less business this 
August than for the month a year ago. 
The period to date registered a drop of 
16.12 per cent in display volume. 
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Milestones 


in Publishing 








Through its twenty-five business publi- 
cations, McGraw-Hill Publishing Company 
in October will launch a continuous edi- 
torial program on the subject of public 
relations which will present a practical 
program for improved relations between 
each industry and its employes, its cus- 
tomers and prospects, and its community. 

Beginning with the October issues and 
continuing in future issues, all McGraw- 
Hill publications will assemble and present 
basic facts for each industry, interpret 
their significance and propose lines of 
activity to be followed based upon case 
studies of successful experience. The 
magazines will report upon (1) Labor pol- 
icies which make for the safety, health, 
comfort, earning power, security, oppor- 
tunity, and education of employees and 
how these policies are being successfully 
determined and applied; (2) How the 
social as well as economic. contributions 
of industry can be made more widely 
known: (3) How relations can be im- 
proved between a company and its com- 
munity by various activities including 
local newspaper advertising. 

In the development of McGraw-Hill’s 
public relations program, more than 400 
top executives from coast to coast, labor 
leaders and governmental officials have 
been consulted, many of whom are con- 
tributing case studies. Everywhere there 
has been enthusiastic approval of the pro- 
gram. Plans are now being made by 
many executives to use this editorial ma- 
terial in foremen training courses, in lo- 
cal community programs, in employee 
house organs, in checking working con- 
ditions, and in developing better methods 
of employee-employer cooperation. 


The 1938 edition of the annual “Mer- 
chandise Directory” of Hardware Age, bet- 
ter known as the “Who Makes It?” edi- 
tion, was published in August. The issue in- 
cluded more than 4,600 listings of various 
hardware, sporting goods, toys, electrical 
appliances and related items made by 
10,000 factories and sold through hard- 
ware channels. The items were indexed 
by product and trade names. 

The book had 329 pages of advertising 
from 450 manufacturers in the hardware 
and allied fields with the majority of the 
advertisers using condensed catalog style 
copy in line with the purpose of the edi- 
tion, to serve as a buyer's guide. The 
press run went 25,000 copies for distribu- 
tion to all wholesale hardware houses in 
the country and to more than 14,000 lead- 
ing retail hardware stores. 


Textile Bulletin which has been pub- 
lished weekly since its establishment in 
1911, will become a semi-monthly and be 
published on the first and fifteenth of 
each month beginning with the September 
issues. There will be no change in ad- 
vertising rates. ' 


The first issue of Plumbing © Heating 
Business, new monthly trade paper cov- 
ering the national plumbing and heating 
contracting trade last month. Published 
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by Plumbing & Heating Publishing Com- 
pany, New York, it is the official publica- 
tion of National Association of Master 
Plumbers. 
as 

A majority interest in The Photo-Lithog- 
rapher has been acquired from Walter 
E. Soderstrom by Ira P. MacNair, Grant 
A. Dorland and Wayne E. Dorland, who 
publish American Ink Maker and Soap ©& 
Sanitary Chemicals. The Photo-Lithog- 
grapher is the official organ of the Na- 
tional Association of Photo-Lithographers 

Two new publications have been an- 
nounced for Oct. 1 appearance. Occupa- 
tional Hazards & Safety, pocket size, con- 
trolled circulation, is to be published by 
The Industrial Publishing Company, Cleve- 





land, publisher of Industry and Welding. 
Floyd-Harrison Publishing Company, Inc., 
New York, has announced Department 
Store Buyer, a monthly. 


© 

The Oil and Gas Journal will launch 
early next year a new bi-annual publica- 
tion to be known as the Drilling Equip- 
ment Directory. The book will be tabbed 
by products used in drilling oil wells 
Under each tab will appear engineering 
data, A.P.I. specifications and tables di- 
rectly referred to by the tabs. 

* 

To clearly picturize the resources of 
Southern states, Manufacturers Record has 
started a publication of a series of maps 
together with articles pointing out the 
industrial opportunities in the South. 





WHAT IS YOUR REACTION? 
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The skillful driver rings up a high score on this Aetna Reactometer 
created and built by BECK & WALL—DISPLAYS .. ; an ingenious 
display that makes the car owner insurance minded. This display 
won the Grand Prix at the Paris Exposition. 


Skillful driving in the promotion of your sales can also ring up a 


high score when effectively treated. 


The animated and colorful dis- 


play carefully woven about your product and placed in your distribu- 
tor’s window or store delineates a selling force difficult to forget. 





See how we make displays when you 


come to Cleveland. 


Pat 


See 











Steel tonnage has passed the 
40%, point and further advance 
is indicated. Profits for steel 
companies are in the making. 
INCREASED TONNAGE 
MEANS MONEY WILL BE 
SPENT FOR NEW EQUIPMENT 
AND ACCESSORIES. Your ad- 
vertisement on the pages of 
BLAST FURNACE AND STEEL 
PLANT will reach those who 
have the authority to decide 
whose make of equipment will 
be purchased. 


Advertise in the October 
Issue for Fall Orders 


STEEL PUBLICATIONS. 


108 SMITHFIELD ST. 
PITTSBURGH, PENNA. 











Plan now to be represented 
in the September Meta! Show 
issue of HEAT TREATING AND 
FORGING, which will feature 
the National Metal Congress 
and Exposition to be held in 
Detroit, October 1{7-2!1. Also 
included in this issue will be 
a complete description of one 
of the largest and most mod- 
ern forge plants in the country 
and other outstanding articles. 
Forms close September 20th. 


Published by 
STEEL PUBLICATIONS INC. 
108 Savithfield St. Pittsburgh, Pa. 


Heat Treating 
and Forging 

















N.L A. A. News 


What local chapters of the National Industria! 
Advertisers Association are doing and thinking about 





Mason-Dixon Unit 
Gets N.I.A.A. Charter 


The _ sixteenth chapter was added to 
the N. I. A. A., Aug. 16, when the 
Mason-Dixon Industrial Advertisers re 
ceived its charter from President F. O 
Wyse, advertising manager, Bucyrus-Erie 
Company, who made the presentation to 
Terry Mitchell, advertising manager 
Frick Company, Waynesboro, Pa., pres 
ident of the local.unit. The group is 
sued elaborate invitations for the meet- 
ing which was held at Gettysburg, Pa., 
and attended by forty-six industrial ad 
vertising executives from Central and 
Eastern parts of Pennsylvania and Mary 


land. Terry Mitchell and J. G. Kuester, 
advertising manager, Read Machinery 
Company, Inc., York, Pa., were elected di 


rectors of the N. 1. A. A 

In addition to Mr. Wyse's presenta 
tion address, talks were given by Col 
Willard T. Chevalier, publisher, Business 
Week, William D. Lindsay, The Albert 
Kircher Company, Philadelphia, and 
Herbert V. Mercready, Magnus Chem 
ical Company, Garwood, N. J 

“The application of advertising to in 
dustry is just coming into maturity,” 
Col. Chevalier told the group. “Indus 
trialists are coming to realize that if they 
are to keep up with the tempo of the 
times, they must advertise. It is a case 
today not of selling to a constantly ex- 
panding market, but of selling to a 
market which is not expanding. Selling 
today is less extensive, more intensive 

“Mass production is futile without ad- 
vertising,” he continued. “If you cannot 
create a market for your goods, convince 
the buyer that he cannot afford not to 
purchase the new machine adver- 
tising has come to be the essential hand- 


maiden of modern production The 
merchandiser recognizes this in his cor 
stant advertising in the newspapers. His 
message goes daily into the homes. Ad 
vertising in the local dailies is nothing 
but an extension of the store’s show 
windows. It enters into the home and 
Says: “Look, look, look.” It shows the 
consumer her choice. It makes her want 
to buy. And the industrialists are com 
ing to realize this as well as the mer 
chant.” 


Chicago to Hear Plans 
For Public Relations Work 


Mason Britton, vice-chairman, McGraw- 
Hill Publishing Company, New York, will 
be guest speaker at the opening fall meet 
ing of Engineering Advertisers Associa 
tion, Chicago, Sept. 12, at the Electric 
Club. Joseph C. Martz, The Buchen 
Company, is program chairman 

Mr. Britton will relate his experience 
in surveying the public relations problem 
among industry and explain the editorial 
program his company is inaugurating in 
its twenty-five business publications to 
promote better work of this character 
He will tell of his conferences with high 
officials in Washington including Madam 
Secretary Perkins and offer suggestions 
for conducting a public relations program 


T.P.A. to Get Pointers 
On World's Fair Exhibits 


Arthur Freeman, director of merchan- 
dising and collateral advertising for the 
New York World's Fair, and widely 
known advertising counsel, will tell the 
Technical Publicity Association, New 
York, “How te Get Your Money's Worth 
Out of the World's Fair,” at its Sept. 12 
meeting to be held at the Midston Club 





The winning soft ball team at the New Jersey Industrial Marketers’ picnic lines 
up for the camera man: Jerry MacDonald, "Newark Evening News"; William 
Patrick; Harry M. Carroll, Hyatt Bearings Division, General Motors Corpn.; 
J. A. Miller, Simmons-Boardman Publishing Corpn.; G. Sickles, Jr.; James J. 


DeMario, Manhattan Rubber 


Mfg. Division, 


Raybestos-Manhattan, Inc., 


Passaic; H. W. Kloth, Jr., Diehl Mfg. Co., Elizabeth; H. Metzendorf, Weston 


Electrical Instrument Corpn.; C. Higgins; and S. E. Gold, Lignum-Vitae Corpn. 
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Here's the crowd that attended the Mason-Dixon Industrial Advertisers’ charter presentation party 


at 


Gettysburg, Pa., Aug. 16. In the front row, seated left to right, are the following: J. Donald Smith, York 
lce Machinery Company, York, Pa.; Melvin B. Henneberger, Lanis Machinery Company, Waynesboro, Pa.; 
William D. Lindsey, The Albert Kircher Company, Philadelphia; Col. ;Willard T. Chevalier, ‘Business 


Week," New York; Terry Mitchell, Frick Company, chapter president holding charter; F. O. Wyse, Bucy- 


rus-Erie Company, South Milwaukee, N.I.A.A. president; Herb Mercready, Magnus Chemical Company, 
Garwood, N. J.; and James G. Kuester, Read Machinery Company, York, Pa. The Chapter is the sixteenth 


E.A.A. Plays Golf 

Engineering Advertisers Association, 
Chicago, held its annual golf outing Aug. 
4, at Itasca Country Club. Seventy-one 
for various events were awarded, 
including the following: Low gross, John 
V. Hunter, Jr., Ross Llewellyn Agency; 
low net, George C. Williams, advertising 
manager, Northwest Engineering Com- 
pany; blind bogey, E. A. Smith, Food In- 
dustries; hidden holes, O. A. DeCelle, 
sales manager, International Filter Com- 
pany; low putts, Howard Thompson, Do- 
mestic Engineering. 

Charles L. Haskins, Printers’ Ink, was 
hairman of the committee on arrange- 
ments, assisted by Win Conley, McGraw- 
Hill Publishing Company; L. C. Pelott, 
Steel; S. R. Crane, American Builder and 
Building Age; E. V. Perkins, Sporting 
Goods Journal; and E. A. Gebhardt, Com- 
mercial Advertising Agency. 


Ferch Will Plan 
Milwaukee Programs 


|. O. Ferch, Globe Union Mfg. Com- 
any, Milwaukee, has been appointed 
chairman of the program committee of 
Milwaukee Association of Industrial Mar- 
keters. Members are to be surveyed to 
determine their preference of subjects to 
be treated during the season and as to 
type of meetings they desire. Individual 
chairmen will be appointed to conduct 
each meeting. 

H. E. Van Hooper, The Louis Allis 
Company, will be in charge of member- 
ship promotion for the new administra- 


ft 


arize 
prizes 


n 
} 


Direct Mail Convention 
Schedules Industrial Clinic 


Although the entire program of the 
twenty-first annual convention of the 
Direct Mail Advertising Association, to 
be held at the Stevens Hotel, Chicago, 
Sept. 28-30, carries high interest value 

industrial advertising men, they will 
be especially interested in an industrial 
consultation and study group 
provided on the afternoon program, Sept. 
29. Lloyd Herrold, Department of Mar- 
keting, Northwestern University, is pro- 
gram chairman. 


Wilds Joins 
7 . . 
Power Plant Engineering” 
Horace G. Wilds, formerly in the Phil- 
phia office of General Electric Com- 
pany, has joined Power Plant Engineering 
's advertising representative for the Mid- 
dle Atlantic territory. 


division 


Ket 
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INGENIERIA 


INTERNACIONAL 


can help you, as it is helping 











many other manufacturers 





to go after this business 





Public Works 





Bs) INGENIERIA INTER- 

NACIONAL since 
1919 the only Spanish 
language journal pub- 
lished in the United 
States solely for Latin- 
American engineering 
and industry, influences 
the adoption of Ameri- 
can technical methods 
and implements in a 
score of prosperous na- 
tions. European compe- 
tition today is at an ob- 
vious disadvantage. 
Now is the time for you 
to intrench your com- 
pany in these desirable 
markets. To introduce 
your product—or to in- 
crease established busi- 
ness—advertise in IN- 
GENIERIA INTERNA- 
CIONAL. Market data 
and details of our sup- 
plementary service with- 
out obligation upon re- 
quest. 





Pushed in Sout 


| Mose of the 


tries are 


works 
S pro dur; 
Ing th 


vear ace ° 
~ ? Ordine t 
-OmmMerce, Ve, 0 the Depa 


Latin 
Continuing 


maj 
2Tams jor 


a 





the 


18 


rgentina: 


SUN on tw Construc 


tion has be- 


Oo new ildi 
ew buildings to hous 
; se 


ar and Navy 





Stories, 


Sever a] Latin 





Pr Ograms 
h America 


Ame i 
rican coun. 
Public 


tl ’ . . Public " > 
_ >100,000,000, P Works of more 
t 


and t} : Irren 
ry on remainder wil] * revenues 
} e . e 
bonds ene of O-year +4 oe 
sr ; reasury 
In A y 















































are Continuine American countrijec< 
Projects for ©, (0 cost housine 
eT enezuela hay ee ile. 
© restaurants. © built peo. 
Published by 


ing Company, Inc., 


Company, Inc.) 


Business Publishers 
International Corporation 


(Affiliated with McGraw-Hill Publish- 
and Chilton 


330 West 42nd St.. New York, N. Y. 
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‘THE FINEST AD 
EVER WRITTEN! 









Enthused the sales representative 


about his own company’s ad 


Of course it wasn't the finest ad 
ever written . . . but the big point is 
that the salesman thought it was, 
and was grateful, congratulatory, 
and all pepped up by the quality of 
backing the advertising department 
was giving him. The company is an 
important industrial and one of our 
clients (name on request). And the 
case is merely indicative of the close 
tie-up between advertising and sales 
which dominates all of our thinking, 
and enables us to produce industrial 
advertising that often gets three 
loud cheers from the sales personnel 
»f our various clients because it 
Jirectly helps them to sell. 


Do you want this close harmony 


between advertising and sales? We 
can give it to you—especially if 0 
are selling to the power plant, elec- 
trical, machine tool or kindred fields 
—We know these fields intimately— 
their language, their problems, their 
buying habits. It's that knowledge, 
plus our engineering and selling back- 
ground, that enables us to put sell 
ing power into industrial copy—and 
make even limited space pull. 


PETERSON & KEMPNER, INC., 


an advertising agency handling only 
industrial accounts, is ready to work 
with you to any extent desired, from 
the making of a single technical illus- 
tration (in which we excel) to the 
handling of your entire advertising 
campaign — publication space, di- 
rect mail, catalogs, folders, sales 
manuals, handbooks, etc. No time 
contracts or other binding condi 
tions — and certainly no obligation 
involved in discussing the matter. 
One of our principals will be glad to 
call at your convenience. Write us. 


Peterson & Kempner Inc. 
Industrial Advertising 
421 Seventh Avenue 
New York City 


- 


Waiting to tee off at the Indiana Association of Industrial Advertisers’ golf 
meeting, when the group was guest of Continental Steel Corporation, Kokomo, 






Ind.: Carl Patterson, Pettinger-LaGrange, Inc., Indianapolis agency; Willard 


Carter, P. R. Mallory 


& Co.; E. E. Christena, J. D. Adams Company; H. L. 


Martin, Diamond Chain & Mfg. Company; Joseph DeLo, Continental Steel 
Corporation; and M. E. Louth, president, Advertising Service, Inc., Kokomo 


Chirurg Agency Produces 
Educational Slide Film 

In Boston's University Club, Aug. 29, 
the James Thomas Chirurg Company 
agency gave a preview showing of a 
sound-slide film to more than a hundred 
men and women associated with the ad- 
vertising profession. It was the agency's 
fifth annual edition of “IDEAS,” hereto- 
fore published in book form. 

Before the film was put on, George 
Frye, assistant to Mr. Chirurg, gave a 
short talk, pointing out that advertising 
agencies, as well as everyone with whom 
the agency deals, are sometimes prone to 
see advertising only as a means of inter- 
esting the prospect—and collecting the 
fees and commissions. 

“They forget,” Mr. Frye said, “that 
the top executive has many other prob- 
lems to think about, and seldom asso- 
ciates these problems at all with adver- 
tising. We propose to show in this film 
how advertising—using basic sales ideas 
affects management, production, finance, 
distribution, and the consumer.” 

Through conversation between two 
business men, as well as actual illustra- 
tions, and off-stage effects, the film de- 
veloped advertising’s effect on those func- 
tions. 

Among sound basic sales ideas de- 
scribed in the film were “Stop and Go 
Driving” for gasoline, ““Meter Miser,” for 
a refrigerator, “1 or 2% Guaranteed In- 
crease in Production,” for leather belting, 
and many others. 


Phone Conference Announces 
New Thompson Blade 


The entire sales organization of the 
Henry G. Thompson & Son Co., New 
Haven, Conn., was hooked in on a two- 
way telephone conference last month an- 
nouncing the development of a flexible 
“Rezistor” high speed steel hack saw 
blade now being marketed by the com- 
pany. Salesmen who participated were 
located in such widely separated points 
as Maine, Florida, Texas, Minnesota, Cal- 
ifornia and British Columbia. 

The hook-up made it possible for all 
members of the organization to hear the 
various speakers and to enter into the dis- 
cussion that followed. All members of 


the factory organization who participat- 
ed in the five years of research, develop- 
ment, experimenting and testing of the 
new blade, gathered around a loud speak- 
er in the home office at New Haven to 
hear the discussion. 
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Sigwalt Joins Evans 
Associates at Chicago 

H. P. Sigwalt has resigned as vice- 
president, Advertising Service Division, 
E. F. Schmidt Company, Milwaukee print- 
ing organization, 
to join the staff of 
Evans Associates, 
Inc., Chicago agen- 
cy, effective Sept. 
1. He had been 
with the Schmidt 
company for eight 
years. 

Mr. 
nationally 
in the _ industrial 
advertising field, 
having served in 
the advertising de- 
partment of Ameri- 
can Optical Com- 
pany, Southbridge, 
Mass., and successively as advertising man- 
ager of Federal Motor Truck Company, 
Detroit; T. L. Smith Company and Mil- 
cor Steel Company, Milwaukee, and la- 
ter was director of industrial advertising 
of The Cramer-Krasselt Company, Mil- 
waukee agency. He has served the Na- 
tional Industrial Advertisers Association 
as secretary-treasurer and first, second and 
third vice-presidents. 


Survey Develops Data on 
Architects’ Use of Catalogs 


Architects prefer catalogs in pre-filed 
form, according to a survey completed by 
Sweet's Catalog Service and based on re- 
ports from some 2,800 firms. Fifty-five 
per cent of those answering the question- 
naire said they keep but few of the cat- 
alogs they receive separately, while 
thirty-two per cent said they keep “most” 
of them. 

The survey developed some interesting 
material on the method of filing catalogs. 
Forty-one per cent file by A. I. A. filing 
system; thirty-seven per cent by product; 
eight per cent by combination of the 
above; and two per cent by manufacturer's 
name. Seventy-two per cent have filing 
space of one to ten feet; thirteen per cent, 
sixteen to fifty feet; eight per cent, 
eleven to fifteen feet. The average was 
8.35 feet. 

On the use of catalogs, twenty-seven 
per cent said only one person in the of- 
fice uses them; twenty-nine per cent, two 
persons; eighteen per cent, three persons; 
ten per cent, four persons. The average 
was three persons. 


Sigwalt is 
known 





H. P. SIGWALT 

















N. R. MOLL 


C. LONGENECKER 


N. R. Moll, vice-president and secre- 
tary, and Charles Longenecker, vice- 
president in charge of editorial, of 
"Blast Furnace & Steel Plant" and 
"Heat Treating and Forging", whose 
recent appointments were reported 
in these pages in last month's issue 


Away from 
the Desk 


@ DON ALLSHOUSE, a.m., Northern 
Equipment Co., Erie, Pa., postcards: “It’s 
small world. Taking vacation trip with 
wife and older daughter. Stopped at 
Valley Forge chapel in late afternoon, 
Aug. 17, and bumped into Ken Bailey 
(Thomas A. Edison, Inc.) and Herb 
Mercready (Magnus Chemical Company) 
f the New Jersey Industrial Marketers 
who, with their most charming wives, 
were returning from Gettysburg where 
they had attended ceremonies incident to 
presenting N.I.A.A. charter to Mason- 
Dixon chapter on evening before. Had 
I read my IM carefully, would have been 
there myself. See you in Cleveland.” 
Speaking of ceremonies, at the recent 
laying of the cornerstone of a new 








$800,000 addition to Ellis Hospital, Sche- 
nectady, N. Y., Chester H. Lang, General 


Electric’s a.m. 


not only was one of the 





principal speakers but slapped and patted 
tar in place around the cornerstone 
vith all the nonchalance and grace of a 
fessional mason. Mr. Lang is presi- 

t of the hospital’s board of managers. 
Interesting sidelight on the occasion is the 
that a strong-box containing historical 

rds and a sound film of the speeches 
iven during the ceremonies was sealed 
the cornerstone by an electric weld- 
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ing operation performed by G-E vice: 
president E. W. Allen. And to this also 
must be added that F. R. Davis, well- 
known G-E publicity department space 
buyer, has been confined in that same 
hospital since early August following a 
major operation. He is expected back at 
the desk about the middle of the month. 

Time out for John M. Krings, Modern 
Machine Shop a. m., Sept. 3, when he 
marches to the altar with Sally William- 
son, Rushville, Ind. . . . William E. Mc- 
Fee, Armco, who did similar recently, 
spent several days in Chicago last month 
serving as one of the judges in INDUs- 
TRIAL MARKETING’S contest for publishing 
achievement. William Donald Murphy, 
a. m., Sloan Valve Company, Chicago, 
is feeling more comfortable since he shook 
a case of shingles. 

Lou W. Kreicker, pres., Advertising 
Producers-Associated, Inc., Chicago, was 
one of the outstanding exhibitors at the 


HEATING &—> 
VENTILATING 


is edited for technical 
specialists, for profes- 
sional and practical 
engineers who specify 
FYate Mi olUh am dal-Me-tolOl] olail-val 
and materials for the 
air conditioning, heat- 
ing and ventilating in- 
dustry. 








49th annual convention of the Society ot 
Philatelic Americans at Chicago last 
month. 


U. S. Atrecndienien 
to Mackay-Spaulding 


The United States Airconditioning Cor- 
poration, New York and Minneapolis, has 
placed its account with Mackay-Spaulding 
Company, New York. The company’s 
line of air conditioning equipment for 
homes, offices, stores, restaurants and in- 
dustrial plants will be promoted in class 
and industrial publications. 


Plan Ridge Tool Drive 


Ridge Tool Co., North Ridgeville, 
O., will use approximately forty indus- 
trial papers in various fields for its fall 
campaign. Direct mail is also scheduled, 
with Carr Liggett, Inc., Cleveland, the 
agency in change. 


HEATING & VENTILATING 
is devoted exclusively 
to the design, installa 
aTolaMer-lale Maalete(-1aalP 2-1i lela 
problems of the engi 
neers and practical 
experts in the air con- 
oh dtoyalial Malt Lilale Ma Tale | 


ventilating field. 


HEATING &— 
VENTILATING 


AIR CONDITIONING 
148 LAFAYETTE STREET 
NEW YORK. N. Y. 























A loss to 






































COMBUSTION’S 


volume was only 6.2 per cent 


advertising 


less than in the same period of 
1937. The major reason for 
this remarkably small loss is 
that COMBUSTION’S advertis- 
ers know they are getting waste- 
less coverage of the men who 
buy steam plant and related 
equipment—at the lowest cost 
at which such coverage is ob- 
They also know that 
their advertising has a high vis- 


tainable. 
ibility potential in a medium 


which has achieved an excep- 


tionally fine reader interest. 


Combustion Publishing Company, Inc. 


200 Madison Avenue, New York, N. Y. 





PUT AHO 
INAT 





Whatever your selling program 
is, it will be more effective for 
the hooks we can help you put 
in it—the new points just a little 
sharper. Let us tell you of the 
“hooks” we have developed for 
our present clientele—over a 
score of conservative manufac- 
turers selling nationally and in- 
ternationally. Tell your secre- 
tary to arrange an appointment 
to see “Hooks,” a presentation 
which explains fully. 


EVANS 


ASSOCIATES, INC 
225 NORTH MICHIGAN AVE 
e CHICAGO ° 


ADVERTISING e@ SALES PROMOTION 
MARKETING @e MANAGEMENT 












brag about! 


In the first 6 months of 1938, 
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Standard Product Gets New Sales Feature 


® GOOD - INDUSTRIAL - MER- 
CHANDISER Corning Glass Works, 
Corning, N. Y., carried its aggressive 
marketing activities right into the 
teeth of big bad wolf “Business Re- 
cession” with the introduction last 
month of an improvement in_ its 
broad red line gauge glass. The new 
two-color 
pages in Imdustrial Power, Mill & 
Factory, Power and Power Plant En- 
gineering. A page in Mill Supplies 
broke the news to industrial distrib- 
utors and sold them on the merchan- 


idea was announced in 


dising campaign which is to promote 
the improved product. 

For many years, gauge glasses have 
been furnished either clear or with 
enamel back, the latter being used 
where visibility is not high. The 
new Pyrex glass eliminates possibility 
of deterioration of the backing with 
a permanent, broad transparent red 
line fused right into the wall of the 
becoming a per- 

Greater safety 


gauge glass itself, 
manent part of it. 
and visibility are the new sales fea- 
tures resulting. 

Initial publication copy carries a 
prominent coupon which offers the 
reader a free sample of the new 
glass in any size cut to length 


for test purposes. The coupon 
provides for the dealer’s name to 
be written in. The sampling cam- 
paign is also featured in the dealer 
copy. Dealers are told that they will 
have the additional advantage of be- 


ing able to offer for the first time 
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odd lengths of the new gauge glass 
cut from stock. The page also shows 
sales literature and letters which are 
to be used in the promotional effort. 
Maybe Corning Glass has the ad- 
vantage of its experience in the con- 
sumer’s goods field and has learned 
that when you want sales you have 
to do something about it. Under any 
business conditions, no matter how 
severe, there always is a certain vol- 
ume of business to be had, and the 
manufacturer who offers a new or im- 
proved product has a sales advantage 
which can be capitalized with ade- 
quate sales promotion and advertising. 
Charles L. Rumrill & Co., Inc., 
Rochester, N. Y., handles the Corn- 
ing Glass industrial advertising. A 
S. Eggleton is advertising manager. 





Phillips Gets Advancement 

Stuart G. Phillips, advertising manager, 
The Dole Valve Company, Chicago, has 
been elected to serve also as assistant sec- 
retary of the company. Mr. Phillips is 
well known in industrial advertising cir- 
cles for his organization activity as presi- 
dent and other official capacities of Engi- 
neering Advertisers Association and as a 
director of the National Industrial Adver- 


tisers Association. 


Kimball Rejoins BBDO 


Keith Kimball, promotion manager of 
Fortune since January, 1938, has returned 
to Batten, Barton, Durstine & Osborn, 
where he had been associated for ten years 
prior to joining the publication. 


Klappenbach Promoted 

E. Klappenbach, advertising manager, 
The Oil and Gas Journal, Tulsa, Okla., 
has been named vice-president of Petro- 
leum Publishing Company, publisher 
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Sales Letters 


with a sales movement of such a wide- 
spread character and scope. 

The Recorder Press letter is not 
only novel, but it cashes in on a 
strong psychological factor. The nov- 
elty of a letter giving one a button 
which the recipient will be proud to 
wear and many times glad to get, is a 
most potent one. The buttons not 
taken off the letters were, I am told, 
very few. 

And while in such a case the direct 
orders received might not be startling 
in percentage, the good-will created, 
the prestige-building value of letting 
your prospect or customer know you 
are awake and on your toes, are fac- 
tors not to be underestimated. 

Can You Put Your Product 
In a Letter Like This? 

Occasionally a letter comes along 
that pleasantly jolts us. . . the kind 
of a letter we like to show to other 
folks in the office, before we file it 
away for future reference. 

The W. S. Libbey Company, Inc.. 
letter is just such a letter. The nat- 
ural blanket put right into the die- 
cut illustration, by the simple process 
of pasting a small piece of the blanket 
on the reverse side of the letter sheet, 
carries a terrific wallop and a sales 
punch. 

Obviously, all of us can’t put our 
product actually into a letter in this 
fashion, and perhaps it’s good for our 
readers’ pocketbooks that we cannot 
But, there 
where some modification of this idea, 
is indeed a worth-while thought. 


do so. are many Cases 
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O. K. As Inserted 


advertising, however crucified, 
is still supposed to be a medium 
of selling . . . that as a fine art 
advertising reaches its apogee in 
“Neckties 10c” . . . that neither 
the exalted position of the adver- 
tiser nor the expense of the art- 
work is a lawful influence .. . 
that it is quite possible that the 
best copy gets the punkest lay- 
outs ... and that, however you 
may decide the winners, THE 
Copy CHasers, in I M’s Novem- 
ber issue, will take them apart 
according to our own standards, 
which are, as you may have no- 
ticed, hard-boiled. 


THE Copy CHASERS. 


Well-known Representatives 
Made "NED" Vice-Presidents 

Frank O. Rice, J. H. Robison and Lloyd 
Simonson, well-known in the industrial ad- 
vertising field as representatives of Mac- 
Rae’s Blue Book 
for many years, 
have resigned and 
joined the staff of 
New Equipment 
Digest as vice-presi- 
dents and district 
managers in the 
three major territo- 
ries. The publica- 
tion was purchased 
last May by Equip- 
ment Digest Pub- 
lishing Company, 
Cleveland, an afhli- 
ate of Penton Pub- 
lishing Company. 
Numerous changes, 
including improvement in format, quality 
of paper stock and reading ease, have been 
instituted by the new owners. 

Frank O. Rice 
will be in charge of 
the Cleveland terri- 
tory, covering Ohio, 
Western New 
York, Western 
Pennsylvania, Ken- 
tucky and West Vir- 
ginia. Mr. Rice has 
represented Mac- 
Rae’s Blue Book in 
this same territory 
since 1919. Prior to 
joining the staff of 
MacRde’s he was a 
student at the Uni- 
versity of Illinois. 
During the war he 
was a first lieutenant in the 122nd Ma- 
chine Gun Battalion, 33rd Division and 
served thirteen months in France. 

J. H. Robison, 
in the advertising 
agency and news- 
paper professions 
for eighteen years, 
spent ten years 
with MacRae’s Blue 
Book, covering Illi- 
nois, Minnesota, 
Iowa, Missouri, In- 
diana, Michigan 
and parts of Wis- 
consin and Tennes- 
see. He will now 
represent New 
Equipment Digest 





L. SIMONSON 





F. O. RICE 





in Eastern and Met- J. H. ROBISON 
ropolitan New 
York, New Jersey, Delaware, Eastern 


Pennsylvania and New England. Follow- 
ing education at the University of Ten- 
nessee and two years in the Navy, Mr. 
Robison entered the advertising business 
in Chicago. He is familiar with market 
research and analysis and has helped man- 
ufacturers to locate new markets and 
broaden distribution of their products. 

Lloyd Simonson started his advertising 
and sales work with Railway Supply In- 
dex, which later became the foundation of 
MacRae’s Blue Book. He represented the 
directory for more than twenty-five years 
in Illinois, Wisconsin, Indiana, Iowa and 
Missouri. He continues to serve the same 
territory in his new connection. Graduated 
from Armour Institute of Technology, Mr. 
Simonson is well known in the advertising 
field. His long and practical experience 
has made him thoroughly familiar with 
merchandising problems. 
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Rating Industry 
By Value of Products 


1. Manufacturing 
2. Transportation 
3. Agriculture 


«MINING 


Metals 
Non-Metallics 
Coal 


® To 
buying power in 
than 3,000 


mines, pro- 


reach the 


more 
coal 
ducing more than 
500 million 


of coal 


COAL AGE 


® To 
key men in metal 


tons 
annually 





reach the 


and non-metallic 
mining (excepting 
sand and gravel) 
in the U. S. A. 
and/or 64 foreign 
countries use 


ENGINEERING AND 
NING JOURNAL 


®@ Any order get- 
ting campaign 
must include ef- 
fective distribution 
of reference data. 
For more than 20 
years manufactur- 
ers have depended 
upon these Blue- 
books, for waste- 
free distribution to 
the men of these 
industries. 


COAL MINING & METAL 
QUARRY CATALOGS 


® For pictorial 
booklets; market 
information; field 
photo and copy 
service; consulta- 
tion and other 
specialized services 
address Research 
Manager 


MINING PUBLICATIONS 
McGraw-Hill Publishing Co., Inc. 


New York City 











330 West 42nd Street 
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Sail into 


SALES!! 


This is Coal's Season! 
Despite the political 
or economic status of 
affairs—Coal is need- 
ed to turn the wheels 
and heat the homes. 
Equipment to im- 
prove coal or its sell- | 
ing and handling finds 
an immediate market 


BLACK DIAMOND 





NEW YORK—Whitehall Bidg. 
CHICAGO—Manhattan Bldg. 


For more than 50 years the lead- 
ing journal of the coal industry 





























PERFORMANCE]@ 


A staff of 
tographers 
equipped 


1700 field pho 


olile mem 
photogr mph Cc 


your service 


elaal ©) ete 


ATER SALES WITH EYE VALUE 


aboratory is af 
Any job in all br 
photogr 
tions supp 


yncnes of 


yphy and illustra 
ed promptly and 
y. Send for 


your 


PHOTOGRAPHIC & ILLUSTRATION DEPT. 
McGRAW-HILL PUBLISHING CO., INC 
330 West 42nd Street New York, N.Y 








| | Agency Business 


| 





Interior Design and Decoration, 1. 

The Iron Age, 1, 2 

Iron and Steel Engineer, 1, 3. 

Journal of Abnormal and Social Psychol- 
ogy, 3. 

Landscape Architecture, 3. 

Linens and Domestics, 1, 

Lingerie and Corset Fashions, 

Lubrication and Maintenance 

Machine Design, 1, 2. 

Machinery, 1. 

Marketing, 2. 

Meat Merchandising, 2. 

Men’s Apparel Reporter, 2. 

Metal Industry, 2 


In A.B.P. Papers 
@ THE ANNUAL of 


business placed in member papers of 
The Associated Business Papers, Inc., 
by advertising agencies during 1937 
reflected the general increase in busi- 
ness paper advertising for that year, 
as shown in part of the association’s 
report printed on pages 26, 31 and 32 


tabulation 


+ 
“- 


~ Ww 
- 6 
fo 
a 


— 


- 


of this issue. Metal Progress, 2 3 ca 
Leading the list again is Batten, amet - oe, 2. du 
. ida s Uniterion, 1. 
Barton, Durstine & Osborn, Inc., and Mid-West Hotel Reporter, 1, 2. op 
G. M. Basford Company, in first and Mill and Factory, 1, 2. 
second places respectively, while The “= — and Contracting Review, 1, in 
Buchen Company vaulted to third Modern Advertising, 1. in 
place, advancing from the eleventh Modern Beauty Shop, 2, 3. 
iti in 1936. M ther inter- Modern Hospital, 1, 2, 3. 
_— na ad ‘ onific “igi i. Modern Medicine, 1, 2, 3. 
esting and significent changes may Modern Packaging, 1. 
be noted by studying the tabulation. Modern Retailing, 3. 
H. J. Payne, secretary of the as- Motion Picture Herald, 1, 2. 
on . , . Motor Service, 1. 
sociation, in releasing the report said The Nabob, 1. 3. 
that the figures were incomplete in so N.A.R.D. Journal, 1, 2. 
far as fourteen members had not re- National Carbonator and Bottler, 2, 3. = 
; The National Grain Journal, 2. 
ported the business they had received National Petroleum News, 1. 
from agencies during 1937. The The National Sign Journal, 3. N 
records available showed that for the The Nation's Schools, 1, 3. th 
: New York State Pharmacist, 1. Le 
year 152 papers did a gross dollar The Office, 1, 2, 3. me 
volume of $22,025,340, which ex- The Optical Journal and Review of Op- 7 
. tometry, 1, 2. so 
avy in pages totaled 135,565, of Pn ag mY - 
which 82,816 were placed by agencies. Packaging Trade, 2, 3. fic 


The Paper Mill and Wood Pulp News, 1. 
Pencil Points, 1, 2. 
Pit and Quarry, 1. 


In 1936, 149 papers did a gross vol- 
ume of $19,005,436 covering 118,- 


517 pages. For the year 1935, the Power, 1. 
total page volume for 135 papers Power Plant Engineering, 1, 2, 3. 
was 88,667 amounting to a _ gross Printing, 3. 


Printing Equipment Engineer, 1, 2, 3 
Product Engineering, 1, 2. 

Public Works Magazine, 2. 
Refrigerating Engineering, 2. 
Refrigeration, 1. 

The Retail Grocer and Provisioner, 2 
Rocky Mountain Druggist, 3. 

The Rotarian, 1. 

The Sample Case, 1, 2. 

Sanitary Age, 1, 2. 

School Management, 3. 

Seed World, 3. 

Shoe Repair Service, 1, 2, 3 

The Southern Banker, 1. 
Southern Hardware, 2. 

The Southern Lumber Journal, 3. 
Steel, 3. 

Super Market Merchandising, 1, 
Textile World, 1, 2, 3. 

Toilet Requisites, 1, 2, 3. 
Tool-Die-Machine Progress, 1, 2, 3 
Trade Lanes, 3. 

The Traffic World, 1. 

Universal Commerce, 1, 2, 3. 
Western Commercial Truck Review, 1. 
Western Meat Journal, 2, 3. 

Western Retail Lumberman, 3. 
Wholesalers Salesman, 1, 2, 3. 

The Wood Construction, 1. 

World Petroleum, 2, 3. 


dollar volume of $14,413,717. 
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Contest Entries 


Electrical Dealer, 3. 

Electrical News and Engineering, 1, 2 
Electrical World, 1, 2, 3. 

The Explosives Engineer, | 

Factory Management and Maintenance, 1. 
Flooring, 1, 2. 

Floral West, 3. 

Food Field Reporter, 1 
Food Industries, 1, 2, 3 
Food Merchandising, 1, 
Forbes, 1, 2. 

The Foundry, 3. 

The Furniture Warehouseman, 3. 

The Glass Packer, 1 

The Gregg Writer, 2 

The Guide, 2, 3. 

Harbour and Shipping, 2. 

Hardwood Record, 3. 

Hat Life, 1, 2 

Hide and Leather, 1, 2 

Hitchcock's Machine Tool Blue Book, 3. 
Hotel Management, 1. i aaa 7 

Hotel Monthly, 1, 2 . . — 

House Furnishing Review, 1, Wilder to Carnegie-lllinois 

Illinois Packaging Liquor Review, 1, 2 T. N. Wilder has severed his connec: 
Importers Guide, 1, 2, 3 tion with the advertising department of 
Industrial Power, 1. Jones & Laughlin Steel Corporation, Pitts- 
Instruments, 1 burgh, to take a similar position with the 
The Insurance Broker-Age, 1, Carnegie-Illinois Steel Corporation. 
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~> 
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Problems 


commenting on various features in the 
attached literature, perhaps marking 
several paragraphs and then seeking 
action in the last paragraph, but hold- 
ing the letter itself quite reasonably 
short. 

3. As soon as a letter becomes a 
catalog, it usually turns out to be a 
dull catalog, because you have little 
opportunity for illustration. 

4. Try more letters in the follow- 
ing classifications which may be of 
interest to your sales department. 

A. One more follow-up for in- 
quiries in an effort to bring 
back orders. 

B. Following-up and _ confirming 
salesmen’s calls and attaching 
literature which may be of in- 
terest. 








Turn To This NECESSITY Field for SALES 
Now is the time to study your possibilities— 
+ NOW is the time to ACT. Here is a field 
that MUST buy and CAN buy and IS buying. 
Let us help you study 


your sales possibilities bd 
in this field. This A.B.C. ] an 
paper is read by proces- 

sors and distributors of Monthly 

milk. GO AFTER this 327 So. LaSalle St. 
field. Write today. CHICAGO 


DO YOU KNOW 


What 
TRADE PAPERS 
LABOR PAPERS 
CHURCH PAPERS 
FARM MAGAZINES 
MEDICAL JOURNALS 
POPULAR MAGAZINES 
WOMEN’S MAGAZINES 
JOURNALS OF ALL SORTS 








are saying about you, your 
company, your products, your 
competitors, their products? 


We can tell you. 
because 
We Clip Magazines— 
some 2,000 of them in all these 


fields—promptly, carefully and 
intelligently — 


and we are the only bureau in 
America that does. 


Clipping Bureau of the 


AMERICAN TRADE PRESS 
15 E. 26th St. New York City 
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u2Zlve values 


THE EDWARD VALVE 46 MTG CO.INC. ¢ EAST CHICAGO, INDIANA 





WAR ON WEAR! bse Edward Valves 0 
EROSION CORROSION ABRASION FRONTS 


STRENGTHEN FORCES ALONG 

















Interesting picture-page technique is 
being used in this new series of ads 
for The Edward Valve & Mfg. Com- 
pany styled "Photo News Valve Val- 
ues." This one ties in directly with a 
sixteen-page insert in "Power" cov- 
ering erosion, corrosion and abrasion. 


C. Using a letter to serve between 
salesmen’s calls. 

D. Signing the salesmen’s pame to 
be sure of maintaining the sales- 
men’s personal contact. 

E. We recently have seen two in- 
teresting letters—one on cop- 
per and the other lithographed 
on steel—which might give you 
an idea for variation. 





Gibbs Succeeds Congdon: 
J& L Opens Wire Rope Mill 


R. M. Gibbs, formerly assistant adver- 
tising manager, Jones & Laughlin Steel 
corporation, Pittsburgh, has been made 
head of the department succeeding George 
C. Congdon, who has joined Townsend 
& Townsend, New York. J&L was one 
of the first clients of Townsend & Town- 
send, much-discussed advertising copy 
evaluators. 

The company has appointed Maggart 
Corporation, Chicago agency, to handle 
the advertising of its new wire rope mill 
plant which recently opened at Muncy, 
Pa. The plant will be known as the Gil- 


more wire rope division. 


Smith Eastern Head of 
Building Supply News 


R. G. Smith, vice-president, Industrial 
Publications, Inc., Chicago, has been 
placed in charge of Eastern advertising 
for Building Supply News, with head- 
quarters in New York. R. W. Davis will 
work exclusively on Practical Builder. 

A. J. Fehrenbach has been appointed 
assistant executive editor of the company, 
continuing headquarters in Cleveland. He 
is succeeded on Practical Builder by R. 
W. Phelps, whose duties on Ceramic In- 
dustry, Brick & Clay Record and Ceramic 
Data Book have been assumed by H. B. 
Foster. 











THESE 
INDUSTRIES 


The American Brass Co. 
Armour & Company 

Avondale Mills 

Bakelite Corporation 

Ball Brothers Co. 

The Carborundum Co. 

Collins & Aikman Corp. 

Crane Company 

Dictaphone Sales Corp. 

E. I. du Pont de Nemours & Co. 
Firestone Tire & Rubber Co. 
General Foods Corp. 

General Motors Corp. 

Great A. & P. Tea Co. 

The General Tire & Rubber Co. 
The B. F. Goodrich Co. 
Greyhound Lines 

The International Nickel Co., Inc. 
Johns-Manville 

Kenwood Mills 

The Kolynos Co. 

Metropolitan Life Ins. Co. 
National Lead Co. 
Northwestern Yeast Co. 

Pacific Northwest Fruits, Inc. 
The Pennzoil Co. 

Roquefort Association 

Standard Oil Co., of N. J. 

The New York Sun 

United Air Lines 

United States Rubber Products Co., Inc. 
United States Steel Corp. 
Universal Atlas Cement Co. 
Vitex Laboratories, Inc. 
Western Electric Co. 
Weyerhaeuser Sales Co. 
Wilson Sporting Goods Co. 


(Partial List) 


Are reaching 


CONSUMER 
AUDIENCES 
Through Our 


GUARANTEED 
CIRCULATION 


SERVICE 


FEATURING 


* Selective booking 


* Advance notice of 
booking 


* Detailed reports 


* Special Exhibitor 
Bulletins 


* Cooperative - Non- 
profit Service 

The Bureau has been providing 

a cooperative film distribution 


service for American Industries 


since 1911. 


MOTION PICTURE 
BUREAU 


National Council of Young 
Men’s Christian Assns. 
347 Madison Ave., New York, N. Y. 
19 South La Salle St., Chicago 
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291. A National Survey of Archi- 
tects Offices. 

Report of a survey made to obtain 
up-to-date information on current 
catalog practice in the offices of active 
architects to determine proportion of 
individually distributed catalogs kept 
and filed and used in comparison with 
pre-filed catalogs. Made by Sweet's 
Catalog Service. 


219. Survey of Industrial Buying. 
Report of a survey by Prof. Hugh 
E. Agnew, Chairman of the Depart- 
ment of Marketing, Grade School of 
Business Administration, New York 
University, in order to furnish an im- 
partial factual study of industrial pur- 
chases of supplies, machinery and 
equipment. Shows division of pur- 


chases direct and through distributors. 
Published by Mill & Factory. 


Latest Facts on Shipbuilding 
Ex pansion. 

This booklet, issued by Marine En- 
gineering and Shipping Review, fea- 
tures the rapid expansion of ship- 
building in this country. It sum- 
marizes the present sixteen-year rec- 
ord volume of merchant shipbuilding, 
the construction in early prospect and 
the long-term replacement program, 
and tells also of the present and pro- 
jected naval construction program. 


280. 


270. There Is a Better Way. 


Chemical Engineering Catalog gives 
in this booklet the three musts for 
process industries sales, four tests for 
catalog value and market data cover- 
ing the process industries, a $6,000,- 
000,000 market. 


213. Power, the Market. 

This Power booklet charts buying 
information on 100 of more than 200 
separate items of equipment and sup- 
plies used in the nation’s power plants. 
A chart shows percentage of products 
personally specified by power engineers. 


269. Building Market Publications 
and Services. 

This booklet presents an analysis of 
the various phases of the building in- 
dustry and shows the relation of the 
services and publications of F. W. 
Dodge Corporation to them. 


An Analysis and Appraisal of 
Controlled Circulation Among 
Business Papers. 

The ¢ase for paid and controlled 
circulations has been stated by an 
independent investigator from the 
viewpoints of the respective publishers 
and it has been left with the reader 
to decide the comparative merits of 
the two methods. Published by Con- 
trolled Circulation Audit, Inc. 


266. 


275. 1938 World Motor Census. 

A booklet giving registration fig- 
ures of passenger cars and trucks 
throughout the world and detailing the 
trend in their use in the various coun- 
tries. A colorful world map is in- 
cluded. Prepared by The American 
Automobile (Overseas Edition) and El 
Automovil Americano. 


252. The Railway Market and Sales. 

This colorful and graphically illus- 
trated booklet gives factual market in- 
formation regarding the various 
branches of railway activity and points 
out the considerable volume of railway 
buying that is needed. It also dis- 
cusses railway buying procedure. Is- 
sued by Simmons-Boardman Publish- 
ing Corporation. 


289. A Good Construction Year. 


A comparison of building and con- 
struction during the first half of 
1938 with the last six years and look 
at possibilities for 1939 with an enu- 
meration of the controlling factors. 


Issued by F. W. Dodge Corporation. 


197. Heating 8 Ventilating’s Market 
Data. 

A series of data sheets giving pro- 
duction, sales and marketing informa- 
tion about products sold in the heat- 
ing and ventilating market together 
with names of their manufacturers. 
Issued currently by Heating & Ventil- 
ating. 


268. Men who make Markets. 

This booklet issued by Chemical 8 
Metallurgical Engineering contains 
pictures of leading chemical engineers 
and gives a description of their typi- 
cal activities and the products they 
make. 
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